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Abstract 
Researchers have discussed relational bonds that enhance customer commitment in 
different industries; however few of them specifically focus on the consumer-banking 
sector. In order to fill the gap, the study aims to investigate the impact of the three levels 
of the relational bonds; financial, social and structural on the high-income segment’s 
commitment in the Taiwan market across consumer-banking products/services, which 
were categorized into search, experience and credence (SEC) products/services.   
 
The research method conducted in the study was quantitative approach. Primary data 
were collected by questionnaires. Moreover, a two-stage survey was undertaken. At the 
first stage, the pilot study, consumer-banking product/services were categorized into 
three types, search, experience and credence. The second stage, the main survey, 
investigating the impact of three levels of bonds on customer commitment for each type 
of SEC products/services was conducted. The data of valid questionnaires were 
analyzed by SPSS11.5. Finally, two interviews with an expert and a target customer 
were undertaken as a supplement to understand the possible rationales behind the results 
of the survey. 
 
The findings of the study show that structural bonds have the greatest impact on 
customer commitment, following that are social bonds and then financial bonds for all 
the three banking SEC products/services. Additionally, social bonds for credence 
products/services also affect commitment nearly as strong as structure bonds. Finally, 
financial bonds enhance commitment significantly less for search products/services than 
that for experience and credence products/services.  
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Chapter 1 Introduction 
1.1 Research motivation 
Relationship marketing (RM), focusing on retaining existing customers rather than 
customer-acquisition is viewed as a paradigm shift in marketing theory. It is believed 
that the inadequacy of the marketing mix framework e.g. lack of long term focus, and 
the environmental changes, e.g. fierce competition and the customers’ sophisticated 
needs, are two forces driving the emergence of RM. 
 
Customer retention emphasizes the lifetime value of the customer and committed 
relationship.  Through building long-term relationships, commitment and mutual 
benefits can be achieved eventually. That is both service providers and customers can 
benefit from relationship marketing. Moreover, the committed relationships result in 
exchange partners continuing to work together after the current transactions are 
completed (Dwyer et al., 1987). 
 
The benefits of RM to service providers are cost efficiency and revenue growth. It is 
often cited that it costs five times more to attract a new customer than to keep an 
existing one. It takes 12 positive service experiences to overcome a negative one (Maria 
and Soren, 1996), and reducing defection rate by 5% can improve profits 25% to 85% 
for companies (Reichheld and Sasser, 1990). Also, customers can gain advantages from 
engaging in a long-term relationship. Such as, financial benefits, customized services 
and special treatment.  
 
Since RM is so important to the firm, how to retain a committed customer relationship 
is critical to the organization. Berry (1991, 1995) has proposed three levels of relational 
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bonds, financial, social and structural bonds, to retain customers. According to the 
literature, it is confirmed that through relational bonding strategies, trust and 
commitment can be achieved (Lin et al. 2003). Furthermore, in order to examine the 
impact of relational bonding strategies more precisely, some researchers are using SEC 
theory (Hsieh et al., 2005) to categorize the products/services into three types. That is 
products/services with the attributes of search (attributes that can be known before 
purchase), experience (attributes determined only during the consumption or after 
purchase) and credence (attributes that are difficult to judge even after purchase) and 
then to investigate whether the particular bonding strategy will have stronger impact for 
one type of SEC products/services than the other type of SEC products/services (Hsieh 
et al., 2005). However, it seems no the research investigates the most critical bonding 
strategy within each kind of SEC products/services in the banking industry. Therefore in 
this dissertation, in order to fill the above gap in RM theory and attempt to contribute 
the findings to business practice, the consumer-banking market in Taiwan will be 
studied by the combined-framework of relational bonding strategies and the SEC theory. 
The rationale of the choice of the Taiwan consumer banking sector and the research 
questions and hypotheses will be introduced in the following sections. 
 
1.2 The rationale of selecting the consumer-banking sector in 
Taiwan 
The domain of this dissertation is to explore, in each type of SEC products/services, 
whether different RM bonding strategies will impact on customer commitment 
differently. Thus, the premises are, firstly is to choose an industry suitable for practicing 
RM approach. According to RM literature, the service characteristics and fierce 
competition of the consumer banking industry results in this sector being highly 
recommended to implement RM to gain competitive advantages. Secondly, in order to 
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investigate consumers’ preferred bonding strategies more precisely, it is better to choose 
an industry with a wide range of products/services, which can be easily classified into 
SEC products/services rather than choose different products/services in different sectors. 
Thus the consumer banking industry with various businesses such as, savings, trusts, 
loans, investments, credit cards and insurances…etc. has been selected. 
 
The consumer-banking sector in Taiwan was selected for it is a mature and highly 
competitive market, which meets the above-mentioned requirements. The Taiwan 
banking industry used to be dominated by stated-own banks until 1991 when the 
government embarked on financial liberalization by granting new banking licenses and 
encouraging foreign banks to enter the domestic market (Taiwan Financial Supervisory 
Commission, 2005).  The liberalization resulted in a significant growth of the number 
of financial institutions, mainly focusing on domestic banks. From 1991 to 2004, the 
number of domestic banks increased around twice, from 25 to 49. Moreover, the 
number of domestic branches rose approximately three times from 1046 to 3189 (see 
appendix 1). Consequently, over banking led to severe competition. Furthermore, the 
slow down economic and population growth also accelerated the saturation process of 
the consumer banking market. Facing the above pressures, bank managers need to have 
a detailed understanding of how to successfully meet the needs of their best customers; 
and how to prevent valuable customers switching to other providers. Therefore, it is 
highly valuable to investigate the impact of RM relational bonding strategies on bank 
customer commitment in the Taiwan market. 
 
1.3 Research objectives 
The research objectives of this dissertation are, firstly, to examine whether relational 
bonding strategies can enhance high-income customers’ commitment. Secondly, it is 
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interested in understanding which kind of relational bonds will affect high-income 
customers’ commitment most in each type of banking with respect to SEC 
products/services. By achieving the above two aims, it is anticipated the findings can 
help consumer banks to tackle the challenges they face in the current Taiwan market. 
 
1.4 Research questions and hypotheses 
In order to achieve the research objectives, the following research questions are 
identified and the answers will be determined by testing the hypotheses of the 
dissertation. 
 
Do relational bonds have a positive impact on customer commitment? 
Do different kinds of relational bonds affect customer commitment differently for each 
type of banking SEC products/services? 
 
Moreover, four hypotheses are formulated based on the literature. 
H1Κ 
Three levels of relational bonds have positive impacts on customer commitment across 
all consumer-banking products/services. 
H2Κ 
Financial bonds are more effective for enhancing customers’ commitment to banking 
search products/services than social and structural bonds. 
H3Κ 
Social bonds are more effective for enhancing customers’ commitment to banking 
experience products/services than financial and structural bonds. 
H4Κ 
Structural bonds are more effective for enhancing customers’ commitment to banking 
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credence products/services than financial and social bonds. 
H1 
 
Customer commitment 
Financial bonds 
Social bonds 
Structural bonds
 
 
 
 
H2                   Customer commitment 
Consumer banking search
products/services 
Financial bonds 
 
 
H3                   Customer commitment 
Consumer banking experience
products/services 
Social bonds 
 
 
H4                   Customer commitment 
Consumer banking credence
products/services 
Structural bonds 
 
 
According to Gummesson (1995), it is crucial to engage in relationships with the right 
customers, when implementing RM in the banking sector, the right customers are 
suggested to be wealthier customers.  Therefore, the research scope will only focus on 
the current banking customers with relative high annual income. That is the research 
targets are customers whose annual income is over USD 28 thousands, approximate 
twice than the average annual income of the population in Taiwan.  
 
1.5 Chapter outlines 
The dissertation encompasses six chapters, including 1) Introduction, 2) Literature 
review, 3) Methodology, 4) Data analysis and findings, 5) Discussion, and 6) 
Conclusion. 
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 Chapter one introduces the research motivation, research questions and hypotheses. The 
outlines of the dissertation are also provided. 
 
Chapter two, literature review, examines literature related to the research topic. Firstly, 
the evolution, definition and key concepts of relational bonds of RM are reviewed. 
Secondly, SEC theories and its relevant researches are discussed. Finally, the gap in the 
RM literature is identified and a brief summary of literature review is presented.  
 
Chapter three, methodology, discusses and justifies the appropriateness and 
effectiveness of the research methodology, which includes the research method, 
questionnaire design, research population, sampling, sample size, data collection and 
data analysis methods. Finally, the limitations of the methodology are provided.  
 
Chapter four, data analysis and findings, analyzes the validity and reliability of the data. 
Moreover, hypotheses are tested and the findings are presented.  
 
Chapter five is to discuss the findings with the research questions. It will be focused on 
the comparison of the previous studies and on the basis of interviews, the possible 
reasons behind the survey results are discussed as well.  
 
In the last chapter, the conclusion of the above chapters is provided. Moreover, 
implications, limitations and future researches are also suggested.  
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Chapter 2 Literature Review 
2.1 Introduction 
This chapter aims to review the relevant literature relating to the topic of this 
dissertation. The first section of the chapter discusses the evolution, definition, key 
concepts, relational bonds and criticism of relationship marketing (RM). Additionally, 
RM in the banking sector will be reviewed. The second section attempts to examine 
search, experience and credence (SEC) goods/services. Followed by, the literature 
relating to the effect of relational bonds on customers’ commitment across SEC 
goods/services will be discussed. Finally there will be the summary of the literature 
review.  
 
2.2 Relationship marketing 
2.2.1 The evolution of RM 
The most significant change in the marketing discipline might be the emergence of RM 
in the last two decades. Numerous researches claim that RM has been a paradigm shift 
from transaction to relationship marketing in theory and practice (Gummeson, 1994, 
Morgan and Hunt, 1994; Sheth and Parvatiyer, 1995; Gronroos 1994).  
 
Two forces have been viewed as the main drivers of RM. The first one is the inadequacy 
of the marketing mix framework, which emphasizes suppliers/production perspectives 
but not customers/marketing (Gronroos, 1994). Furthermore, the marketing mix is 
merely a list of variables arguably (Gronroos, 1994) and the lack of long-term focus 
(Pepper and Rogers, 1999). Secondly, the environmental changes such as the increase in 
buyer’s market, trade and investment liberalization, globalization, technological 
innovation, etc have combined to create fierce competition in the business market which 
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led to the marketing discipline shifting from “marketing mix” to “relationship 
marketing” (Aijo, 1996).  
 
The two major theoretical origins of RM were the Nordic school focusing on services 
marketing, and the network approach to industrial marketing and purchasing group 
(IMP). It is beyond the scope of this dissertation to provide a full review of the 
development of the both schools. However, banking is a service industry and the topic 
of the dissertation is to study the effects of relational bonds on consumer banking 
products/services, which is a service offering, therefore the following discussion about 
RM will mainly focus on the services marketing. 
 
2.2.2 The definition of RM 
The term relationship marketing was first introduced by Berry (1983) for services 
marketing. Berry (1983, p25) defined “relationship marketing” as “attracting, 
maintaining and …enhancing customer relationship.” Following Berry, numerous 
definitions of RM emerge from that in 1990s. The most frequently used ones are cited 
below.  
 
Morgan and Hunt’s definition of RM states that: "Relationship marketing refers to all 
marketing activities directed toward establishing, developing, and maintaining 
successful relational exchanges" (1994, p. 4).  
 
Also, Gronroos (1994) defines RM as “to identify and establish, maintain and enhance 
and when necessary also to terminate relationships with customers and other 
stakeholders, at a profit, so that the objectives of all parties are met, and that this is done 
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by a mutual exchange and fulfillment of promises." 
 
Later, Harker (1999) identified seven conceptual categories in 26 definitions of RM in 
the literature: creation, development, maintenance, interactive, long-term, emotional 
content and outputΰsee Table1α. After reviewing these definitions, he developed a new 
definition that emphasizes the management of many relationships: "Relationship 
marketing occurs when an organization engaged in proactively creating, developing and 
maintaining committed, interactive and profitable exchanges with selected customers or 
partners over time" (Harker, 1999, p. 16). 
Table 1 Seven conceptual categories of relationship marketing 
Primary construct Other common constructs 
1 Creation Attracting, establish, getting 
2 Development Enhancing, strengthening, enhance 
3 Maintenance Sustaining, stable, keeping 
4 Interactive Exchange, mutually, co-operative 
5 Long Term Lasting, permanent, retaining 
6 Emotional Content Commitment, trust, promise 
7 Output Profitable, rewarding, efficiency 
Source: adopt from Harkerΰ1999α 
 
Although Harkerΰ1999αproposed his own definition of RM, he recommended that 
among the 26 definitions, the one presented by Gronroos (1994) is the "best" in terms of 
its coverage of the underlying conceptualizations of relationship marketing and its 
acceptability by other RM scholarsΰe.g. Little, 2003α. 
 
From the above definitions, it can be seen that the RM is multifunctional and integrative. 
It views marketing as an integrative activity involving functions across the organization, 
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with an emphasis on facilitating, building and maintaining relationships over time. 
Moreover, at a micro level; RM is concerned with the nature of the relationships 
between the firm and customers that emphasizes a long-term relationship which takes 
account of the customer's needs and values. At a macro level, RM is used as a term to 
describe the relationship within which the organization engages with all stakeholders 
(Rao and Perry, 2002).  
 
Furthermore, to analyze the components of the RM definitions deeper, it can been found 
that the central definitional dimensions of RM can be categorized into two groups: 
firstly, time perspective and closeness/depth of the relationship; secondly, the number of 
participants and the scope/extent of the processesΰAijo, 1996α. A matrix illustrating 
these dimensions is presented in Table 2. The situation where duration and depth as well 
as number of participants and scope are high, relationship and network marketing, 
corresponds to most RM researchers’ definitions.  
 
Although Gronroos’ definition (1994) is more widely accepted than other scholars’, in 
order to focus on the key issues, of commitment and customer retention strategies of the 
dissertation topic, we will adopt Harker’s definition of RM but limit relationship 
participants to buyers and sellers. That is, the author will use a modified Harker’s 
definition "relationship marketing is creating, developing and maintaining committed, 
interactive and profitable exchanges with selected customers over time" in the 
discussion of the dissertation. 
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Table 2 Definitional dimensions of RM 
 
Number of participants 
and scope/extent of 
the processes 
Duration and depth 
of the relationship 
LowΚ  
Limited partners 
ΰ buyer and seller 
focusα and limited 
processes 
HighΚ  
Expanded partners and 
expanded processes 
High: Continuous and involved focus RM Relationship and network 
marketing 
Low: Discrete and uninvolved focus Transaction 
marketing 
Network transactions 
Source: adapted from Aijo (1996) 
 
2.2.3 The key concepts of RM and the benefits of RM 
From the above discussion, it is proposed that “long-term focus” and “commitment” are 
the most important key concepts of RM, although other terms such as customer 
retention, trust, and loyalty are also stressed heavily in the literature. The reason is that 
the concepts of  “customer retention”, “trust” and “loyalty”, could be covered by the 
concepts of “long-term focus ” or “commitment”. Also, the final purpose of  “customer 
retention”, “trust” and “loyalty” is to reach long-term committed customer relationships. 
The in-depth discussion is in the following sections. 
 
2.2.3.1 Long-term focus 
The main difference between the traditional marketing mix and relationship marketing 
is the dimension of timescale. In the traditional marketing mix model i.e. 4Ps 
ΰMcCarthy, 1960α the focus of marketing activities is primarily attracting new 
customers instead of keeping existing ones. The underlying logic is that the market 
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consists of a very large number of customers whose needs are more or less 
homogeneous and that defecting customers can be replaced with new ones. 
Consequently, the transactions are admitted to be short-termΰHolmlund, and Kock, 
1996α. 
 
Moreover, the traditional marketing mix model does not fully consider the intangible, 
heterogeneous, perishable and inseparable characteristics of servicesΰLovelock et al., 
1988α, which compared to goods are more abstract processes where consumption, 
delivery and production take place simultaneously. With highly different characteristics 
from the goods markets, when services markets are maturing, marketing mix is 
inadequate to use product, price, promotion and distribution seeking differentiation 
among competitors, thus RM based on a long-term perspective has arisen ΰBerry, 
1995α. Indeed, some authors suggest that RM offers services businesses one of the best 
routes to create competitive advantageΰCzepiel, 1990; Perrien and Ricard, 1995α.  
 
Through long-term relationships with customers, a firm can get access to detailed and 
useful knowledge about the customer and this knowledge enables firms to develop a 
core group of satisfied customers. Stressing the long-term relationships might be costly 
in the beginning, whilst in the long run it brings “return on relationship” (Murphy, 1997). 
This is because trust is built over the long term. Accordingly committed customers are 
achieved (Dwyer, et al, 1987) and eventually lead to revenue growth and cost saving 
over time.  
 
The best example demonstrating the value of long-term relationships is the leading 
online retailer, Amazon.com. The company started up in 1995 and defined all values, 
relationships and investments from the long-term point of view and also committed 
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itself “to be Earth’s most customer-centric company” (Amazon.com, 2005). Although 
they had a successive-8-year loss from 1995, the company still insists on its belief. 
Finally, Amazon gained its first net income in 2003 (Amazon.com, 2005) and its success 
story has resulted in other online companies copying it rapidly. 
 
Furthermore, the long-term focus drives the emphasis on customer retention (Egan, 
2001), which develops and maintains customer relationship and its intent is to avoid 
defection (Zeithaml and Bitner, 2003). Long-term profits through customer retention 
have been demonstrated by many researches. For example, Reichheld and Sasser (1990) 
indicated that long-term customers’ spending would increase over time. Reducing 5% of 
defection rate can improve profits 25% to 85% for companies. Also, maintaining 
relationships with existing customers is more profitable and cost effective than 
acquiring new customers (Fornell and Wernerfelt, 1987). 
 
In addition to benefits to the firm, RM also benefits the consumers. Sheth and 
Parvatiyar (1995) indicated that consumers could receive psychological and social 
benefits from close relationships, such as familiarity, personal recognition and 
friendship. Customers may also receive economic benefits from discounts or 
money-saving schemes, when they engage in a long-term relationship with a firm. 
Finally, consumers may obtain customization benefits as service providers may tailor 
their services to meet their needs and requirements (Berry, 1995). 
 
However, when the firm implements long-term strategy to retain customers, it is crucial 
to engage in relationships with the right customersΰGummesson, 1995α. Because not all 
customers are profitable, many of them are just satisfied with what they get but have 
little or no contribution to the firm and this has been demonstrated by Garland‘s study
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ΰ2002α. In his investigation, about 1,100 personal banking customers of a New 
Zealand retail bank were surveyed and one third of them were unprofitable, one third 
hovered around breakeven and another one third contributed 98% of customer profit. 
Therefore, segmentation based on customer relationship profitability analysis is a 
prerequisite of customer retention decisionsΰGronroos, 1994 and Seth, 2002α. Besides, 
it is also suggested that when customers have no expectation of ongoing relationships, 
the firm might avoid building relationship with them (Palmer, 1996). 
 
2.2.3.2 Commitment 
Another key concept of RM is commitment, which is recognized as an essential 
ingredient for successful long-term relationships (Dwyer, Schurr and Oh, 1987; Morgan 
and Hunt, 1994). Moorman et al, ΰ1992, p316αdefine commitment as “an enduring 
desire to maintain a valued relationship”, which corresponds with Morgan and Hunt’s 
definition of commitment, “an exchange partner believing that an ongoing relationship 
with another is so important as to warrant maximum efforts at maintaining it”ΰ1994, 
p23α. From the definition, commitment reflects a positive valuation of a relationship, 
which does not change often and is usually valuable. Moreover, It involves an implicit 
or explicit understanding that the partners will continue to work together after the 
current transactions are completedΰDwyer et al.,1987α.  
 
Allen and Meyerΰ1990α, who studied organizational commitment, conceptualized 
commitment as a three-component construct. The three components are affective 
commitment, continuance commitment and normative commitment. Affective 
commitment is a party’s desire to continue a relationship because of the enjoyment of 
the relationship and they experience a sense of loyalty and belongingness, which is 
apart from the instrumental worth. Continuance commitment can be defined as the 
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degree to which a party experience the need to maintain a relationship, given the 
significant perceived termination of switching costs associated with leaving. As for 
normative commitment, it is reflected in the moral or obligation to stay in a relationship.  
 
Rather than three types of attitudinal commitment, Allen and Meyerΰ1990α argued that 
affective, continuance and normative commitment are best viewed as distinguishable 
components, because employees might experience each of these psychological states to 
varying degrees.  
 
Later, Gundlach et al.ΰ1995α structured another three-component framework of 
commitment in exchange. The first one is an instrumental component, resulting from a 
cost and benefit comparison for maintaining the relationshipΰBecker, I960α. The second 
one is an attitudinal component that emerges when customers feel a psychological 
attachment or identity ΰAnderson and Weitz, 1992α, and a temporal dimension 
highlighting that the relationship exists over time ΰBecker, I960α. Combining these 
three, the inputs and attitudes brought to the relationship reveals consistency over time.  
 
Compared with the above two model, it can be found the meaning of affective 
commitment is similar to the attitudinal component; the continuance commitment might 
be described as the instrumental component. No matter we use affective/continuance or 
attitudinal/instrumental to name the components of commitment, both components are 
relatively stable attitudes about the relationship but stem from different motivations for 
maintaining a relationshipΰGounaris, 2005α.  
 
Additionally, because Gundlach et al.’s modelΰ1995αconstruct a temporal dimension, a 
“long term” concept which is a key theme of RM and this model is more widely 
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adopted by other marketing researchersΰe.g. Garbarino and Johnson, 1999; Lin et al., 
2003α, Gundlach et al.’s model will be used to discuss relevant issues and to design the 
questionnaire in this dissertation. 
 
Commitment is the central component of relationship marketingΰMorgan and Hunt 
1994α. This echoes the Berry’sΰ1983α statement that “relationships are built on the 
foundation of mutual commitment. With commitment, exchange partners will give an 
implicit or explicit promise to each other and they are willing to make short-term 
sacrifices to realize longer-term benefits. Even when exchange partners encounter 
unforeseen problems they will jointly face them and find the solution. Since 
commitment is so important to a relationship, finding the precursors of commitment is 
critical. In 1994, Morgan and Hunt developed a KMVΰkey mediating variableα  model 
to examine the antecedents and outcomes of commitment and trust. They have 
confirmed that relationship termination costs, shared values and trust influence 
relationship commitment positively. Furthermore, when commitment is present, 
acquiescence, propensity to stay and cooperation are also achieved. Additionally, it can 
be found that Gundlach et al’s three-component model of commitmentΰ1995αwas 
consistent with Morgan and Hunt’sΰ1994α findings, that is relationship termination 
costs can be classified as a  instrumental component, and shared values and trust can 
be categorized as the attitudinal component. 
 
It is believed that commitment is the highest stage during the relationship development 
processes where customer loyalty is also achieved  (Dwyer, Schurr, and Oh 1987). 
Although the concept “loyalty” seems similar to “commitment”, but “loyalty” may be 
inadequate to express the true meaning of RM. Loyalty is often defined as repeat 
purchase behaviour to specific products or services in the futureΰe.g. Jones and Sasser, 
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1995α. Higher repeat purchases lead to higher profits to the firms, which is one of the 
purposes of RM, however “loyalty” does not touch other key elements in the 
relationship, such as, long- term focus and mutual benefits. Also, it focuses on 
customers’ intention but ignores customers and service providers’ interaction. Moreover, 
if the customer is committed to the firm, his/her “enduring desire to maintain a valued 
relationship” will definitely lead to her/his “repeat purchases”. Therefore, it is claimed 
that “commitment” can fully cover the purpose of “loyalty” and loyalty might only be 
able to achieve a proportion of “commitment”. 
 
Another concept usually be discussed with commitment is “trust”. Moorman et al.ΰ1992, 
p315αdefined trust as a willingness to rely on an exchange partner in whom one has 
confidenceΰMoorman et. al, 1992, p315α. This definition includes two components, 
belief intention, a belief or expectation about an exchange partner’s trustworthiness and 
behaviour intentions, reflecting a reliance on a partner. They argue both intentions are 
critical to trust, otherwise trust is limited or may be more a function of power and 
control. 
 
Besides Mogran and Huntΰ1994αclaim trust is a precursor of commitment, a number of 
empirical studies have confirmed that trust can leads to a higher level of commitment 
because of a sense of affiliation and identification with each otherΰGounaris, 2005α. For 
example, Moorman et al. found that the greater trust the users have in researchers the 
more committed users are to their relationship with researchers. Moreover, in Ganesan’s 
(1994) study of the relationship between retail buyers and their vendors in the United 
States, which showed that the more the vendor gains in trust, the more committed the 
buyers become. In brief trust can be seen as a critical determinant that positively 
enhances customers’ commitment. 
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 From the above discussion, it may be clear that firstly, “long term concept”, which 
reinforces the importance of customer retention and lifetime value, and secondly, 
“commitment”, which leads to long term and mutual-benefit relationships, are two of 
the most critical themes of RM. To be more precise, the two concepts can possible fully 
express the definition that “relationship marketing is creating, developing and 
maintaining committed, interactive and profitable exchanges with selected customers 
over time”. 
 
Lastly, apart from trust other things can improve customers’ commitment, according to 
literature, relational bonding strategies also can enhance customer commitment. In the 
next section, relational bonding strategies will be discussed and its impact on customer 
commitment is also stressed.  
 
2.2.4 RM retention strategiesΚrelational bonds 
Bonds are the psychological, emotional, economic, or physical attachments in a 
relationship that serve to tie parties together in a relational exchange (McCall, 1970). In 
RM practice, relational bonding strategies are used as customer retention strategies
ΰZeithaml and Bitner, 2003α. In RM literature, Berry and Parasuramanΰ1991αare the 
authors first introducing three levels of bonds, financial, social and structural bonds, and 
their relative effectsΰsee table 3α. They claimed that the higher the level of bonds at 
which relationship marketing is implemented, the greater its potential for sustained 
competitive advantagesΰBerry, 1995α. Although some researchers might use different 
terminologies or introduce different bonds to study their impact on relationship building 
or maintenance, the majority still adopted Berry and Parasuraman’sΰ1991α model. 
Therefore, in this section,  Berry and Parasuraman’sΰ1991αthree level bonding 
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strategies will be used as a framework in reviewing relevant literature.  
Table 3 Three level s of relationship marketing 
Level Primary 
bond 
Degree of service 
customization 
Potential for 
sustained competitive 
advantages 
Example 
1  
Financial 
 
Low 
 
Low 
American airlines 
AAadvantage 
programme 
2 Social Medium Medium Harley Davidson’s 
owners’group 
3 Structural Medium to high High Federal Express 
powership programme
SourceΚAdapted from Berry and Parasuramanΰ1991α. 
 
2.2.4.1 Level oneΚfinancial bonds 
Financial bondsΰBerry, 1995αare the multiplicity of economic benefits that tie 
customers to the firm. Transactional bonds, a similar concept, are also proposed by 
Dupontΰ1998α. Moreover, Smithΰ1998αextended the concept of  financial bonds and 
introduced functional bonds. He argued that functional bonds are created not only by the 
economic benefits but also created by strategic, technological, and instrumental benefits 
derived from the exchange parties.  
 
The most often mentioned financial bond example is the frequent-flier point programme. 
Others such as, lower prices for a greater volume of purchases and offering discount to 
loyal customers are tactics often implemented in business practice. Chandon et al.
ΰ1998α suggested that price promotions offer consumers multiple benefits, both 
utilitarian e.g. savings and hedonic e.g. entertainment and customer would like to gain 
these benefits, therefore it is believed that financial bonds providing money saving is 
the primary motivation for engaging in relational exchangesΰPeterson, 1995α. This 
viewpoint also reinforced by Dupontΰ1998αwho claimed that transactional bonding is 
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the very foundation among all the bonds. 
 
However, the economic benefits are usually evaluated in comparison with alternative 
relationshipsΰSmith, 1998αand easy to imitate, in consequence, when competitors offer 
more financial benefits, customers may switch to them. In the six types of customer 
defection factors identified by DeSouza (1992), customers are most likely to defect and 
purchase from the competitors due to lower prices or discounts offered.  Also, 
Reichheld (1996) says it best, “The customers who glide into your arms for a minimal 
price discount are the same customers who dance away with someone else at the 
slightest enticement” (p.82). Therefore, financial bonds are considered as the least 
effective tool for sustaining long-term customer relationship.  As a result, building 
social bonds with customers is essential for maintaining relationship.  
 
2.2.4.2 Level twoΚsocial bonds 
Social bonds are personal ties or linkages produced during interaction between a buyer 
and sellerΰBerry 1995α. They include feelings of familiarity, personal recognition, 
friendship, acceptance, likeness, rapport, and social support shared by customers and 
service providers (Berry 1995, Gounaris, 2005). At this level, customers are viewed as 
“clients, but not nameless faces”ΰZeithaml and Bitner, 2003, p176α and become the 
individual that needs the firm to understand their preference and personality. Therefore, 
personalization and customization are involved at this level; therefore communicating 
with customers on a regular basis and referring to customers by their name during 
services are necessary. With heavy social bonds, less competitive price and core services 
may be partly compensated, and might lead to more customer tolerance with service 
failuresΰPeltier et al.,1997α. Moreover, in conjunction strong social bonds with 
financial bonds can be a powerful strategy to retain customers.  
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Social bonds between service providers and customers are very common in service 
sectorsΰZeithaml and Bitner, 2003α, such as legal services, health care, and financial 
consulting etc. Recently, Zeithaml and Bitner(2003) claim that social bonds not only 
exist in customers and services providers, it  can be forged where customers interact 
with each other. Over time this social relationship between customers may keep them 
from switching to another company. One company famous for building social bonds 
between customers and customers is Harley Davidson. They lunches Harley Owners 
GroupsΰHOGsα and sponsor rallies, tours and parties for their customers who join 
HOGs memberships. Through HOGs, members become close and develop a sense of 
community around their interest, riding Harley’s, which also leads members remaining 
loyal to Harley. As a result, this strategy contributes significant profits to the company.  
 
In literature, the importance of the social bonds of the relationship has been noted. In 
Peltier and Westfall’s ΰ2000αstudy of the relationships between health maintenance 
organizationΰHMOαand employees benefits managersΰEBMα, representing a powerful 
group in purchasing services from HMO, they found that social bonds are the most 
critical factors affecting EBMs’ overall satisfaction and perceived service quality, 
especially the bonding components such as, the speed of response to claim processing 
questions and customer service inquiries. Furthermore, Peltier et al.ΰ1997αindicated 
that social bonding is a function of how well interpersonal interactions are constructed 
as are the response to individual concerns. They stressed that in building social bonds 
with physicians, health care organisations need to provide patients opportunities to 
communicate their concerns on a regular basis and how well the concerns were being 
met also need to be assessed. 
  
Furthermore, Gwinner et al.ΰ1998αargued that social benefits may be particularly useful 
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as a differentiation strategy because they can be difficult for other firms to imitate, at 
least in the short run. Recognizing customers’ names and developing personal 
friendships with them might be easily done by small firms, however, for larger 
organizations, this can be more difficult. One tactic that many larger organizations that 
are seeking to create a more personal service encounter is to implement customer 
database technology (Pine 1993).  
 
Although strong social bonds with buyers might compensate a proportion of less 
competitive price and core services, it is rather rare that companies can justify poor 
performance on friendship aloneΰGounaris, 2005α. Thus, social bonds, compared with 
structural bonds, are easier to break. In order to develop long-term sustainable 
relationship, the structural bonds are needed. 
 
2.2.4.3 Level threeΚstructural bonds 
Initially, Berryΰ1995α proposed that structural bonds are created by providing clients 
value-adding systems which are not possible for the customers to build or use solely by 
themselves and are not readily available from other sourcesΰBerry, 1995α. According to 
his statement and other RM literature, the characteristics of structural bonds include, 
firstly, value-added benefits which are difficult or expansive to duplicate, therefore 
higher customer switching costs are also producedΰDupont, 1998; William et al., 1998α. 
Secondly, at this level, customer solutions are structurally focused and built into service 
delivery systems which are often technology-basedΰBerry, 1995; Dupont, 1998α. 
Thirdly, customers are tied at the organizational level but not individual level e.g. 
salespersonsΰBerry, 1995; Smith, 1998α, thus once the structural bonds are built 
customers will not shift to the firm salespersons shift to. 
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Later, Smithΰ1998, page no. checkingαdefined structural bonds more specific and focus 
on its nature of organization level. He claimed that structural bonds are “ties relating to 
the structure, governance, and institutionalization of norms in a relationship that bind 
parties to a relationship and make it difficult to consider other exchange partners.” The 
rules, policies, procedures, or agreements that provide formal structure to a relationship; 
the norms or routines that informally govern interaction; and the organizational systems 
and technologies, such as electronic data interchange, that enable or facilitate interaction, 
are all structural bonds and can create a strong foundation for maintaining and 
enhancing customer relationships ΰSmith, 1998α. 
 
A famous example illustrates level three is Federal Express’s powership programme, 
which installs computer terminals in the office of high-volume customers. The 
programme comprises a series of automated shipping and invoicing systems that save 
customers time and money while solidifying their loyalty. Another company, USAA an 
insurance firm based in the USA also successfully built structural bonds to maintain 
customer relationships. Their customers consist of a stabile, but very mobile segment of 
military officers who move around the world. In order to allow the customers have 
access to the sales force anywhere, USAA created a centralized database and telephone 
sales force, which enable customer communication and information transformation 
efficiently. Also, the centralized database and telephone sales force were identified the 
key factors leading their customer retention reached 98%ΰHolmlund and Kock, 1996α. 
 
In the RM empirical researches, Peltier and Westfallΰ2000αstudied the relationships 
between health maintenance organizationΰHMOαand employees benefits managers
ΰEBM, HMO’s customersα, representing a powerful group in purchasing services from 
HMO. They found that structural bonds, such as wide choice of locations and wide 
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choice of physicians are positively related to the renewal likelihood of the contracts; 
besides the above two bonds, flexible choice among a variety of plans and options is 
another structural bond critical to EBMs’ referral likelihood. 
 
To build strong structural bonds, it is claimed that three requirements: fair play, one to 
one marketing and service augmentation are essentially critical (Emmelhainz and Kavan, 
1999). Firstly, fair play is stressing on the importance of  keeping promises and 
ensuring that both parties are met objecctives. Secondly, one to one marketing requires 
accesssible customer service, efficient communication and tailored service to customers’ 
unique needs. Thirdly, service augmentation, involves incorporating value-added extras 
into service offering that make compeditors can not compete.  
 
Compare with financial bonds, structural bonds are more difficult and costly for 
competitors to imitate. The value-adding offerings also produce high switching costs to 
keep customers staying in the relationships. Moreover, the characteristics of 
organization level bonding makes customers relationships remain steady even social 
bonds are loose resulting from the leaving of sales forces. Therefore, it is believed that 
structural bonds are at the highest level in the relational bonding strategiesΰBerry, 1995; 
Dupont, 1998α. Additionally, if the firm can use financial and social bonds with 
structural bonds, the relationship foundation is even more difficult for competitors to 
penetrate and the firm has greatest opportunity for achieving sustainable advantages
ΰBerry, 1995α. 
 
The objective of moving from level one to level three is to develop increasingly 
stronger and more committed relationships with customers that are less and less 
susceptible to imitation by competitorsΰHarrison-Walker and Neeley, 2004; Dupont, 
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1998α. Each level of the bonds may have its functions, however to truly sustain a 
competitive advantage; a firm should seek to satisfy all three levels simultaneously 
(Dupont, 1998). In the following section, a deeper review of the relationship between 
relational bonds and  commitment will be provided.  
 
2.2.5 Rotational bonds lead to customer commitment 
Relational bonds have been claimed highly positive relating to customer comitment. 
Dupont ΰ1998α argued that financial bonds serve as the basis of trust and commitment, 
while social and structural bonds provide the mechanism effectively sustaining them. 
More recently, Lin et al.ΰ2003α suggest that economic, social and structural bonds are 
important factors that encourage customer commitment. To be more precise, they 
argued that economic and structural bonds are expected to have substantial effects on 
the instrumental component of the commitment, because they raise the customers' costs 
when the relationship is terminated. Social bonds may help to develop shared values 
and a psychological attachment and eventually lead to attitudinal commitment. In brief, 
three levels of bonds can reinforce a customer's commitment, no matter it is an affective 
commitment or a continuance commitment, and become more involved in a long-term 
relationship. 
 
In the RM empirical studies, relational bonds are also demenstrated being able to 
enhance commitment. In the research of Williams et al.ΰ1998α, they found that the 
strength of social and structural bonds serve as key predictors of the long-term 
commitment in cross-national business relationships. Furthermore, according to a 
consulting agency–client relationship investigation conducted by Gounairs(2005), it is 
found that an integrated bonding strategy, social and structural bonds, increases the level 
of client trust in the relationship. The more the client trusts the service provider, the 
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more effectively committed the customer becomes. In a survey investigating the 
influence of implementing different bonding strategies on customer relationships in the 
financial industry, Lin et al.ΰ2003αconfirmed that financial bonds, social bonds and 
structural bonds have positive influences on customer commitment. Moreover, among 
the three types of bonds, the structural bond has the strongest impact on customer 
commitment, followed by the social and financial bond, respectively. 
 
To sum up, it can be suggested that the higher level the bonds are, the more commitment 
customers have. This can be illustrated by the figure 1.  
Figure 1 Three levels of relational bonds: Consumer-owned utility model  
 
Source: Dupont, 1998 
 33
2.2.6 The criticism of RM  
According to the above discussion, RM suggests a different focus and different 
underpinning values from traditional marketing, which may justify RM as a new 
paradigm in marketing theoryΰGummeson, 1994, 1996ΙMorgan and Hunt, 1994; Sheth 
and Parvatiyer, 1995; Gronroos 1997α. However, a number of marketing scholars hold 
different viewpoints, They criticize RM and argue that RM cannot be regarded as a 
paradigm shift. This will be analyzed below. 
 
The first criticism is that RM is not a new concept. Petrof (1997) indicated that in 1972, 
McNamara had defined the marketing concept as a philosophy of business management 
based on a company-wide acceptance of the need for customer and profit orientation. 
He also pointed out that “the basic purpose of any business was not to sell a product but 
to keep customers” was already stated by Drucker in 1964. Since the importance of 
consumer relationships had already been clearly identified before the 1980s, therefore, 
when Petrof (1997) observed that some theorists proposed customer relationships 
became important only during the 1980s, is ignoring the facts.  
 
Additionally, Mattssonΰ1997α also claimed that RM is just a marketing strategy aimed 
to increase customer loyalty, customer retention and customer satisfaction. Moreover, 
RM is aided by modern information technology that makes it possible to communicate 
with customers in a “mass market”ΰ Mattsson, 1997α. In that sense, RM is just an 
application of the marketing mix. 
 
Not only was RM’s innovation in the marketing theory doubted in the literature, its 
widely suggested notions of, customer retention, the “long-term” concept, and loyalty 
can bring relationship economics were also challenged. For example, Egan (2001) 
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claims that customer retention does not always lead to relationship economics. Only 
where acquisition/retention cost ratios are high can bring relationship economics. 
Moreover, “long-term benefits” is criticized as a myth that hinders proper analysis of 
individual programmes(Egan , 2001). For instance, when the majority of airlines 
introduced a similar scheme of "frequent flyer programmes", little profit benefits could 
be found. As for the link from loyalty to profitability suggested by RM advocators (e.g. 
Reichheld, 1996) was also argued by Egan (2001). He claimed that this assumption is 
industry-dependent and could not be applied generally across all industries. He claimed 
that the link from loyalty to profitability may be the case in industries with a low 
turnover of customers and high exit barriers. In the industries with a high turnover of 
customers and low exit barriers, the link may be tenuous. 
Rao and Perryΰ2002αalso argued that relational marketing could not fully capture the 
essence of how markets work. Factors, such as the nature of product/service, customer 
orientation of development relationships and organizational management should be 
considered in applying RM in practice. That is, firstly, various types of goods and 
services can be placed along a continuum from industrial commodities to industrial 
servicesΰsee figure 5α, RM should be used differently depending where on the 
continuum a firm’s product are placedΰGronroos, 1994α. For example, industrial 
commodities would probably benefit from a transactional marketing approach, while 
service firms would be better off by applying a RM strategy. Secondly, if the customer 
does not desire the relationships, costly RM efforts may not be necessary. Lastly, 
organizations need to have various relationship capabilities to make RM work, such as 
pervasive marketing culture, internal marketing, relational bonding strategies. That is 
intelligent RM and management are required in applying RM. In sum, by paying 
attention to the above factors in formulating RM strategies, RM could be a powerful 
tool in business practice. 
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Figure 2 The product strategy continuum. 
Transactional marketing                          Relationship marketing 
           FMCG            Consumer service          Industrial services 
____Ϥ________Ϥ_______Ϥ__________Ϥ_________Ϥ______________Ϥ_______ 
Industrial              Retail               Industrial goods      
Commodities         Commodities         /consumer durables 
Source: Rao and Perryΰ2002α, based on Gronroos(1994) 
In addition to the above criticism of RM, it is also proposed that the pursuit of RM 
might be unrealistic in the following circumstances (Plamer, 1996). Firstly, when 
customers seek to avoid or have no expectation of ongoing relationships. Secondly, in 
the situation where buying processes become formalized in a way that prevents a seller 
developing relationships with its customers. Thirdly, buyers' increasing level of 
confidence lowers the need for relationship building. Finally, where the costs associated 
with relationship development put a firm at a cost disadvantage in a price sensitive 
market. 
 
Based on the foregoing critical review of RM theoretical status and its limitations in 
practice of some businesses might make it difficult to justify RM as a paradigm shift in 
the marketing discipline. Indeed, there are parts of the world of business where RM is 
not appropriate. However, RM did change the marketing concept from transaction 
orientation to relationship orientation in academic studies and have great implications in 
industry. Moreover, it can be seen that the application of RM’s key concepts has 
contributed great value to the markets such as, credit card companies and insurance 
brokerages (Rechheld and Sasser, 1990) and online retailing, e.g. Amazon.com.  
 
Furthermore, in marketing theory, if RM would like to move from a domain to a 
discipline, it needs to go beyond the current situation. Issues like “delimiting the domain, 
agreeing on a definition, and development performance measurement of RM” (Sheth 
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and Parvatiyar, 2001) would need to be focused on. By tackling these problems; in the 
future, RM may have the potential to become a paradigm in marketing theory. 
 
2.2.7 RM in the banking sector 
Although there is a hot debate about whether RM is a shift in the marketing discipline, 
in the banking sector, it is highly agreed that RM is applicable in this industry. In this 
section, the definition of relationship banking, the benefits of practicing RM for banks 
and its customers, and how to implement RM in banking sector will be discussed.  
 
2.2.7.1 The definition of relationship banking 
In the 2.2.2 RM is defined as " creating, developing and maintaining committed, 
interactive and profitable exchanges with selected customers over time". Turning to the 
field of banking, Moriarty et al. (1983), introduced the term “ relationship banking” and 
defined it as “a recognition that the bank can increase its earnings by maximizing the 
profitability of the total customer relationship over time, rather than by seeking to 
extract the most profit from any individual product or transaction”. Furthermore, 
Sheedyΰ1997αproposed that the objective of relationship banking is to increase 
long-term profits by maintaining and enhancing client relationships. Although, Moriarty 
et al. (1983) defined relationship banking for the banking sector, it does not mean that 
RM and relationship banking are different concepts, rather than that it is more 
appropriate to argue that relationship banking is more specific describe customers and 
banks’ relationships in banking sector and relationship banking is fully supported by 
RM’s key themesΰSheedy, 1997α. 
 
2.2.7.2 Why RM develops in the banking sector and its benefits 
The development of the relationship banking has occurred for a variety of reasons, both 
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environmental factors and the characteristics of the banking industry. For the former, 
similar to the challenges faced by other industries, banks encountered increasing 
pressure caused by deregulation, competition, limited product differentiationΰPerrien 
and Ricard, 1995α, and changes in sources of revenues (e.g. revenues derived from 
fee-based incomes) ΰPerrien et al., 1992α have forced banks in to seeking ways to 
address these challenges. It has been advocated that RM represents one of the best ways 
to cope with a turbulent environment (Perrien and Ricard, 1995; Berry and Thompson, 
1982; Day, 1985; Moriarty et al., 1983α; therefore more and more banks are transferring 
from transaction-oriented to relationship-oriented operations.  
 
For reasons driven from the characteristics of the banking industry, it is claimed that 
both customer-related factors and product-related factors revel that RM is an 
appropriate approach for retail bankingΰColgate and Stewart, 1998α. These specific 
factorsΰlisted in the figure 3α result in both customers and banks wanting to build 
relationships. From the customers’ viewpoint, the relatively complex and long-term 
characteristics of financial services lead to greater customer involvement in the delivery 
of services which makes customers more willing to establish relationships with banks
ΰEnnew and Binks, 1995α. Moreover, because financial services hold great credence 
qualities (Zeithaml, 1981) and are perceived as high risk, therefore, customers will seek 
long-term relationships to reduce their potential risk. From the empirical studies, it can 
also be demonstrated that customers want relationships with banks. For example, 
according to Barnes’s survey (1997, cited in Colgate and Alexander,1998), 67 per cent 
of bank customers felt they had significantly close relationships with their banks and 41 
per cent of banks' personal customers wanted closer relationships. In another study 
Colgate (1996) also found significant evidence. 
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From the banks’ point of view, the relationship with customers allow them the 
systematic monitoring of borrowers, doing reliable credit assessment, enforcing contract 
compliance and generating/gathering information for profitability, distribution and 
pricing(Haubrich, 1989; Eccles and Crane, 1988), which might enhance customer 
satisfaction, repurchase, and positive word of mouth (File et al., 1995). On the basis of 
the aforementioned discussion, it appears that the application of RM in the banking 
industry is justified. 
Figure 3 factors revel RM is an appropriate approach for retail banking 
 
It can also be argued that because of the advantages banks and customers gain from the 
relationship, both are willing to engage in a long-term relationship. In literature, the 
benefits of relationship banking to customers and banks can be summarized as below 
(Sheedy, 1997). 
 
Customers’ benefits from relationship banking are: 
1. Greater assurance that credit will be available when needed (Holland, 1992); 
2. An advocate within the bank, i.e. the account manager (Watson, 1986); 
3. Tailored proposals through greater knowledge of client needs (Eccles and Crane, 
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1988); 
4. Efficient use of time. The relationship concept should help minimize time taken by 
corporate treasurers to explain their needs to bankers (Eccles and Crane, 1988); 
5. Reduced risk of purchasing unsuitable services (Moriarty et al., 1983); 
6. Special treatment and free services. (Moriarty et al., 1983); 
7. Quick response to funding needs and other services (Holland, 1992);  
8. Privileged access to rationed opportunities and new ideas. Priority treatment in any 
conflict of interest situation (Holland, 1992); and 
9. Lower costs of banking services. Relationship pricing should result in lower costs 
and therefore greater profitability (Holland,1992). 
 
Banks’ benefits from relationship banking are: 
1. Customer loyalty. (File et al., 1995; Storbacka et al., 1994). 
2. Lower costs. (Turnbull and Gibbs, 1987). 
3. A competitive advantage in the market place (Juttner and Hans, 1994; Zineldin, 
1995). 
4. Greater trust and commitment by the customer (Moorman et al., 1993). 
5. Higher margins. The customer is less price-sensitive, which results in greater and 
more stable profits (Moriarty et al., 1983). 
6. Preferred supplier status.  
7. Strong relationships can confer the right to bid on new business and to re-bid to 
meet competitors (Moriarty et al., 1983). 
8. Privileged information. Information from relationship clients can be used for 
product development (Eccles and Crane, 1988; Moriarty et al., 1983).  
9. Information can also be used to help price and distribute securities (Eccles and 
Crane, 1988). 
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10. A relationship approach tightens the linkage thus ensuring overall profitability 
(Eccles and Crane, 1988). Improved credit risk management. (Haubrich, 1989).  
 
In summary, besides dealing successfully with the environmental challenges, the 
ultimate reasons for banks and its customers to practice relationship banking are the 
long-term benefits through interdependence with each other. 
2.2.7.3 How to practice RM in the banking sector and its challenges  
Despite the advantages relationship banking offers, developing a relationship marketing 
strategy is complex. The research (Perrien and Ricard, 1995) in the corporate banking 
sector indicated that a range of issues must be addressed in order to secure the 
effectiveness of a relationship strategy. These issues include: firstly, the organization’s 
structure must be designed to fit the decentralized structure required by a relationship 
strategy. Secondly, the influence of human resource management policies on the 
effectiveness of relationships must be considered. Thirdly, the best way to provide 
relationship managers with customer information and data must be identified. Fourthly, 
the fit of pricing within the relationship must be considered. Lastly, the role of the sales 
force and their training in the development of the relationship must be stressed.  
 
Although the above issues are provided for corporate banking sectors, Dibb and 
Meadows (2001) suggested that they are also addressing similar problems in retailing 
banking. Furthermore, they used Perrien and Ricard’s findings (1995) and combine 
Kotler’s (1992) five levels of relationship marketing formulating as a framework to 
review RM’s progress and its challenges in retail financial services. The framework 
includes four areas, company structure and its staff (these two are softer areas) and 
technology and customer data (these two are harder areas). Each area list several criteria 
to measure the level of RM focus of the company. Their findings highlighted that 
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various barriers relating to the firm’s structure, its customer base, level of technological 
resource and human resource policies can impede its progress towards RM focus. The 
findings also demonstrate that to manage the ‘harder’ areas of technology and the 
customer is easier than dealing with the ‘softer’ aspects of staff and company structure. 
Furthermore, Dawes and Swailes(1999) constructed a framework for customer retention 
based on the five dimensions: direction, dialogue, internal issues, staff, and systems. 
These dimensions are given in Figure 4 with suggestions of how they might be operated. 
Similarly, Colgate and Stewart (1998) identified factors (see Figure 5) influencing the 
company's relationship capability from the literature. These factors can be classified into 
three issues, company culture, staff, and relationship performance measurement. 
Figure 4 A framework for customer retention in financial services. 
 
Source: Dawes and Swailes, 1999 
Figure 5 Relationship capabilities 
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Source: Colgate and Stewart, 1998 
Apart from the above literature which discussed relationship banking strategies from a 
macro viewpoint, it can be found that three specific banking relationship strategies are 
discussed in literature, one is interactive strategy, that is the personal banker strategy 
(Colgate and Stewart, 1998), the second is the database strategy  (Barnes, 1994; Brodie 
et al., 1997), and the third is the network marketing strategy (Brodie et al. 1997, Colgate 
and Alexander, 1998). 
 
The personal banker strategy relies on interpersonal involvement between the customer 
and bankers to establish and develop direct relationships. Under the strategy each 
customer is assigned to a banker who becomes the customer's point of contact with the 
bank. The study (Colgate and Stewart, 1998) investigating the personal banker strategy 
in NewZealand’s retail banks found that the strategy did facilitate banking relationships 
where customers are satisfied with their personal banker’s performance. Moreover, 
interacting with personal bankers also enhances customers’ positive perception and 
word of mouth. Similar findings also can be found in Abratt and Russell’s survey (1999) 
that is clients are more likely to be retained by the bank when they have a personal 
banker or consultant.  
 
The database strategy relying on information and technology capabilities can achieve 
long-term customer retention and customer profitability (Dibb and Meadow, 2001). This 
is because with the information provided by the database system, the firm can 
understand customers better and anticipate their future needs, moreover, customise their 
offerings and solve customer problems, which can cultivative and strengthen the 
relationship. Furthermore, with the database the desirable customers can be identified 
based on profitability, which can improve targeting and facility cross-selling so as to 
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increase customer retention and profitability(Colgate,1998; Ryals and Payne,2001). 
 
Network marketing (Colgate and Alexander, 1998) is extending the scope of RM to 
create and maintain strategic alliances and seeking to boost/retain customers (Mattsson, 
1996). In terms of relationship banking, banks not only need to concern themselves with 
managing the relationships with personal customers but also with suppliers and 
competitors. Take banks and retail firms for example, there are advantages for both 
retail firms and bankers in operating a network marketing strategy. Retail firms have the 
customer base with which to offer banking services, while the banks have the 
knowledge base and infrastructure to operate in this area. Both, therefore, can gain 
advantages in working together rather than as competitors. A successful example is The 
Bank of Scotland’s strategic alliance with Tesco in the UK to provide retail financial 
services for its customers (Colgate and Alexander, 1998). If the banks ignore the 
importance of allying with retailers, they may face threats that retail firms pose to their 
personal banking business and finally might lose market share and potential revenues.  
 
Linking the above three relationship strategies to relational bonds, it is clear that most of 
the strategies mainly focus on building social and structural bonds, such as the personal 
bankers whose aim is to build interpersonal relationships with customers, which is a 
social bond. Implementing database systems as well as network alliances are creating 
structure bonds, while the financial bonding strategy is rarely mentioned in the 
relationship banking literature. This might be the result from the credence of the quality 
of banking services/products, which might be considered ineffective for implementing 
financial bonds in (Zeithaml, 1981). As for the credence quality of products/services, its 
definition and relevant issues will be discussed in the section of 2.3 and 2.4. 
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2.2.7.4 Who to build relationships with in the banking sector. 
As it has been discussed in the section 2.2.3.1, relationship marketing should engage in 
relationships with the profitable customers (Gummesson, 1995), which is a prerequisite 
of customer retention decisions (Gronroos, 1997 and Seth, 2002). This principle is also 
applicable to the banking sector and has been confirmed in numerous literatures as 
follows.  
 
Stanley et al. (1979) suggested that in a highly competitive environment, banks must 
develop market segmentation techniques. An important market segment is the 
high-income consumer, whose preferences and perceptions about banks' service have 
significant implications for banks. Moreover, in Metawa and Almossawi’s study (1998) 
of banking habits of Islamic bank customers, it is showed that the current accounts, 
investment accounts and ATM’s are mainly used by high income and well-educated 
customers. Additionally, in the survey of the UK financial service companies’ 
performance (Richard and Gareth, 1993), the findings suggested that companies’ 
performance are highly related to their customers’ wealth. That is better performing 
companies are all recruiting and retaining a wealthier customer base. Wealthier 
customers are also more profitable because they are more sophisticated in their purchase 
of personal financial services. They are more willing and likely to use ancillary products, 
where profit margins are higher, for instance in banking, credit cards, foreign exchange 
and personal loans (Richard and Gareth, 1993). Therefore, It can be suggested superior 
relationship performance is based on forming relationships with the right sort of 
customers, who have high-incomes.  
 
To conclude, in order to achieve the objective of relationship banking, effective 
strategies focus on social and structural bonds including both internal and external 
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marketing and commitment to a service strategy are considered to be essential by the 
literature. Moreover, it is suggested to build the relationship with the high-income 
segment. 
 
2.3 Search, experience and credence of products/services 
2.3.1 Definition of SEC goods/services 
The literature on information asymmetry proposes that all products/services possess 
search, experience, and credence qualities (Nelson, 1970, 1974; Darby and Karni, 1973). 
Search qualities are attributes that can be known before purchase. Experience qualities 
are attributes determined only during the consumption or after purchase. Credence 
qualities are expensive to judge even after purchase (Darby and Karni, 1973).  
 
Moreover, search qualities are generally associated with price, smell, and service time 
(Brush And Artz, 1999). Experience qualities may include attributes such as, fun, 
entertainment value (Krishnan and Hartline, 2001) purchase satisfaction, reliability, 
level of comfort, and attention to the needs and feelings of customers (Brush And Artz, 
1999). Credence qualities are attributes that are costly or difficult to evaluate by the 
buyer immediately after purchase and consumption. With credence qualities, the 
long-term consequences of the service may only be known over time, it may not be 
clear whether there is a service failure or not (Brush And Artz, 1999). 
 
While most goods are high on search and experience attributes, most services are high 
on experience and credence attributes (Brush And Artz, 1999; Krishnan and Hartline, 
2001). Consequently, it is argued that consumers are able to determine and evaluate 
most service characteristics only during or after consumption, if they can be discerned. 
Examples of experience-dominant services cited in the literature include vacations, 
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theme parks, and hotels. Credence-dominant services are thought to include medical 
services, repair services and legal representation (Zeithaml, 1981, Krishnan and Hartline, 
2001). 
 
However, classifying goods/services into search, experience, and credence categories 
might present conceptual and practical difficulties, because goods/services may have a 
mixture of search, experience, and credence attributes (Bloom and Pailin 1995; 
Liebermann and Hint-Goor, 1996; Srinivasan and Till, 2002). For example, food 
products have search properties (e.g. price, nutrients, packaging), experience properties 
(e.g. taste), and credence properties (e.g. effect on one's lifespan). Furthermore, 
categorisation can be complicated because different customers may have different 
knowledge about goods/products, thus what may be a search attribute for a highly 
knowledgeable consumer may be a credence attribute for another less knowledgeable 
consumer. 
 
Owing to the different level of difficulties in evaluating the qualities or performance of 
SEC goods/services, it may lead to consumers’ different perceived risk, information 
search and price sensitivity when purchasing different goods/services. In the following 
section, the relationship between purchasing different types of products and its 
perceived risk, information search and price sensitivity will be discussed. 
 
2.3.2 SEC products/services and perceived risk 
Perceived risk, a fundamental concept in consumer behaviour, was defined as 
consumers experience pre-purchase uncertainty as to the type and degree of expected 
loss resulting from the purchase and use of a product (Cox, 1967).  
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From the above definition, perceived risk represents consumers’ uncertainty about loss 
in a particular transaction. In the literature, six types of perceived risk were identified 
(Jacoby & Kaplan, 1972, Roselius, 1971), financial, performance, social, psychological, 
safety, and time/convenience risk. Financial risk refers to the probability that a purchase 
results in loss of money or other resources. Performance risk is the probability that a 
product purchased results in failure to function. Social risk indicates the probability that 
a product purchased results in disapproval by family or friends. Psychological risk 
refers to the probability that a product results in inconsistency with self-image. Physical 
risk refers to the probability that a product purchased results in personal injury and time 
risk refers to the probability that a purchase results in loss of time to buy or retain the 
product. Overall, perceived risk represents an aggregated impact of these various 
factors. 
 
Compared to different types of goods/services, it is often claimed that service purchases 
are more uncertain than the purchase of goods (Murray and Schlater, 1990; Guseman, 
1981). Among SEC services, it has been observed that consumers perceived higher risk 
while purchasing credence-based services than search and experience-based services. 
This is because credence-based services are associated with a high degree of 
customisation, professional knowledge and personal interventions during the service 
delivery (Guiltinan, 1987; Zeithaml, 1981) however, consumers often lack of the 
relevant knowledge and information. 
 
Conversely, search-oriented services are not likely to require professional knowledge to 
evaluate their performance (Guiltinan, 1987). Also, search quality goods/services may 
be standardised in nature, compared to credence and experience services, which makes 
it easier for customers to evaluate alternatives and estimate the potential risks before a 
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purchase. Thus, the purchase of a search-based service is likely to be perceived as lower 
risk.  
 
2.3.3 SEC products/services and information research 
Information search is a common way used by consumers to reduce perceived risk. The 
source of information can be classified into four categories according to Andreasen 
(1968): 1) impersonal advocate, e.g. information gathered from print media and 
broadcast advertising; 2) impersonal independent, e.g. information gathered from 
popular articles and broadcast programming; 3) personal advocate, e.g. information 
received from salespersons and 4) personal independent, e.g. facts gathered from friends 
and relatives. Additionally, Cox (1967) also categorised the information sources into 
three types: 1) consumer dominated information referring to interpersonal informational 
which the marketer has little control; 2) marketer dominated i.e. packaging, promotion, 
advertising; and 3) neutral sources i.e. consumer reports, newspapers. 
 
In the literature it is proposed that the higher the perceived risk the more information 
was searched (Murray, 1991). As has been discussed above, the purchase of 
credence/experience-based services is more likely to result in higher perceived risk, 
which also implies that customers will gather more information before a purchase 
decision. Conversely, the purchase of a search-based service might be associated with 
lower perceived risk, which suggests less information is search for. Moreover, it is 
believed that credence-based service buyers are more likely to rely on personal sources 
of information than other marketer-dominated information. Also, for search-based 
service buyers, the search of personal information will be relatively less than impersonal 
sources of information (Murray, 1991).  
 
 49
However, Mitra et al. (1999) holds a different viewpoint from Murray (1991). They 
discovered that the purchase decision of credence service does not just involve personal 
information search. In fact, from the finding of their survey, buyers of credence services 
used more impersonal sources to search information than buyer of experience services. 
It can be explained that the credence service information is not always available from 
friends or relatives, and customers need more impersonal information to compensate for 
the lack of professional knowledge to reduce their high-perceived risk. Therefore, firms 
selling credence services should prepare a depth of information that search 
goods/services providers would not consider. Moreover, the qualified, experienced and 
professional staff to deliver the service might also be viewed as a reliable source of 
information.  Additionally, the purchase of experience services it was found heavily 
relied on personal information to get information (Mitra et al., 1999), which is logical as 
the performance of experience services can be judged by personal feeling but not 
professional knowledge. 
 
2.3.4 SEC products/services and price sensitivity  
According to Huber (1986, p250), price sensitivity is operated as “an elasticity that 
reflects the percentage change in choice share divided by the change in price.” A price 
sensitive product describes the product which sales are influenced by price rather than 
other factors e.g. quality. On the other hand, price-sensitive buyers indicate the 
consumers who focus on price more than other attributes of the product when making a 
purchase decision.  
 
As discussed above, consumers facing high-risk purchases tend to seek out more 
information to reduce their potential loss. If buyers lack full information regarding 
product or service attributes, they may use price cues to make decisions (Chen et al., 
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2005). Price can signal quality products to customers, because high quality products 
generally cost more to produce than low quality products (Monroe and Krishnan, 1985). 
Thus, it is logical that when consumers purchase credence goods/services, owing to the 
lack of professional knowledge about the goods/services and high perceived risk, they 
would become less price sensitive and willing to spend more money (Ostrom and Dawn, 
1995). On the contrary, when consumers purchase less risk-perceived products, i.e. 
experience or search, they will be more price-sensitive (Ostrom and Dawn, 1995) for 
information availability of product quality is higher than credence products.  
2.4 SEC goods/products and Relational bonds  
In the section of 2.2.5, it has be discussed that relational bonds can lead to customer 
commitment, in this section, the appropriateness of practicing three levels of relational 
bonding strategy on different types of goods/services will be reviewed. 
 
2.4.1 Search products/products and relational bonds 
Search goods/products can be evaluated for their performance by the attributes of price, 
color and smell etc, and the information is usually available prior to purchase. Moreover, 
search goods/products are associated with a higher standardization (Guiltinan, 1987). 
Therefore consumers are more price-sensitive in purchasing search goods/services than 
the other two types of goods/services. In an empirical study, such as, Ford et al.(1990) 
investigating consumers’ skepticism of advertising claims proposed that low-price 
strategy are more suitable for search products than credence products. Moreover, in the 
study of search quality in the financial services (Paswan et. al., 2004), it is found that 
loan transaction costs and routine transaction cost are the most imporatnt criteria for 
consumers assessing their current bank. Thus, it is believed that financail bonds which 
provid economic incentives to tie consumers, are more critical than social and strucal 
bonds in enhancing consumers’ repurchases of search goods/services. 
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 2.4.2 Experience goods/products and relational bonds  
The experience attributes, taste, fun, satisfaction, and comfort etc which surround the 
personal perceived feelings can be satisfied by building social bonds with customers. 
That is, the aim of social bonds, shared feelings of familiarity, personal recognition, 
friendship, and acceptance are often the criteria for consumers to evaluate the quality of 
experience products. Additionally, the purchase of experience products was found 
heavily relied on personal information (Mitra et al., 1999), which also implies firms can 
build “customer to customer” social bonds to enhance the positive word of month or 
referral for their products.  
 
The above discussion also can be examined in the empirical research. For example, the 
finding of Ostrom and Iacobucci’s study (1995) showed that consumers emphasize 
friendliness more than other attributes, such as quality and customization when 
purchasing experience goods. Therefore, it can be claimed that social bonds are 
effective to market experience goods/services.  
 
In the study of consumers’ skepticism of advertising claims (Ford et al., 1990), It is 
found that customers show no difference in their skepticism of low-priced and 
high–priced experience goods, which indicates that consumers might not use price to 
evaluate the quality of experience goods/services. Therefore, the financial bonding 
strategy may not be an efficient way to enhance customer commitment to their 
experience good/service purchases. 
 
2.4.3 Credence goods/products and relational bonds  
For credence goods/services, difficult quality evaluation and highly perceived risks lead 
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to customized, professional offerings and integrated delivery system to solve all aspects 
of customer problems anticipated (Mitra et al., 1999). These required offerings can be 
achieved by building structural bonds, such as establishing database systems to 
customize services and recruiting professional staff to deliver services; therefore, for 
selling credence goods/services, it is proposed structural bonds are critical for 
improving customer commitment. This is confirmed by the study of Ostrom and Dawn 
(1995). They found that customization and quality appeared to be more important for 
purchasing credence services e.g. financial investments than experience services, e.g. 
hotels.  
 
Moreover, the availability of professional knowledge is unlikely to come from personal 
information resources or friendly staff without qualified knowledge, thus social bond 
building may not significantly fulfil customer needs for purchasing credence 
goods/services. 
 
Additionally, a customized credence offering will lower the opportunity for customers 
to compare price (Brush & Artz 1999). Moreover, low price may be a cue for poor 
quality (Ostrom & Iacobucci 1995). Thus, customers’ reduced price sensitivity for 
purchasing credence goods/services indicates that financial incentives may not be 
effective for enhancing their commitment. 
 
In brief, structural bonds are more important than social and financial bonds for 
enhancing customers’ credence product purchases. 
 
2.5 Summary of the literature review 
Based on the above discussion, RM did turn the marketing concept from transaction 
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marketing to relationship marketing and has great implications in business practice. 
Moreover, RM’s objective, a long-term committed relationship is achievable by 
practicing three levels of relational bonding strategy. However, owing to different 
attributes held by SEC goods/services, different levels of relational bonds might have 
various impacts on customer commitment across SEC goods/services. 
 
In the banking sector, although numerous RM studies have been conducted and 
discussed in the literature, few of them discuss relational bonds and their impact on 
customer commitment. Moreover, there is a gap in literature how each level of relational 
bonds will affect customer commitment across SEC products/services of the consumer 
banking business. Therefore, the dissertation aims to contribute to this area, both filling 
the academic gap and finding effective bonding strategies for different products in 
banking practice.  
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Chapter 3 Methodology 
3.1 Introduction 
In this chapter, the appropriateness and effectiveness of the research methodology 
applied to the reach the objectives of the dissertation are discussed. Firstly, the choice of 
research methods; that is conducting primary and quantitative research of this 
dissertation is justified. Secondly, the research design of the study, a two-stage survey is 
introduced. The first stage is the pilot survey, which aims to classify consumer-banking 
product/services into three types, search, experience and credence products/services by 
customers’ ability to evaluate the performance of consumer-banking products/services. 
The second stage of the survey is the main survey, which is to investigate the impact of 
three levels of bonds on customer commitment for each type of SEC products/services. 
In each survey, the questionnaire design, research population, sampling, data collection 
and data analysis methods are explored, respectively. Additionally, in order to focus the 
data analysis and discussion on the main survey in the next two chapters, the findings of 
the pilot study will be provided in this chapter. Finally, the limitations of the 
methodology are provided.  
 
3.2 Research method 
3.2.1 Primary and secondary research 
Secondary data is facts and information gathered not for the immediate study at hand 
but for some other purpose (Rabianski, 2003). The most significant benefits secondary 
data offer a researcher are savings in cost and time (Aaker, et al., 2001). Besides that, it 
enhances the primary data, that is the existing primary data used as secondary data can 
identify concepts, and terminology that may be useful in conducting primary research 
(Burns and Bush, 2000).  
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Despite the above potential benefits of secondary data, they also have a number of 
limitations; firstly, because secondary data were collected in the past for purposes other 
than current research, hence secondary data may not fit the required information for the 
research at hand. Moreover, researchers have no or little knowledge about how the data 
were collected, nor do they have any control over it; therefore the evaluation of 
accuracy will be a concern of using secondary data.  Lastly, secondary data may be 
outdated and insufficient or inappropriate for using in the current research (Aaker, et al., 
2001). 
 
Primary data is facts and information collected specifically for the purpose of the 
investigation at hand (Rabianski, 2003). There are three categorizes of primary research, 
exploratory, descriptive and casual research.  
 
Exploratory research is used to seek insights into a nature of a general problem, the 
possible decision alternatives; and typically, there is little prior knowledge about the 
research. The research methods are highly flexible, unstructured and qualitative (Aaker, 
et al., 2001). 
 
Descriptive research is to measure marketing phenomena and answer the questions of 
who, what, where and how. It is appropriate for the research objective to describe and 
measure phenomena based on known concepts and terms. Descriptive research can 
show the associations between two variables (Aaker, et al., 2001) and may be conducted 
at one point in time or several measurements may be made on the same sample at 
different points in time (Burns and Bush, 2000). 
 
Causal research is to study one variable cause or determine the values of another 
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variable. The major emphasis of the research design is on determining a 
cause-and-effect relationship (The American Marketing Association, 2005), which has 
reasonable proof that there were no other causal factors that have accounted for the 
relationship. 
 
The objective of this dissertation is to find out whether financial, social and structural 
bonds have a positive impact on customer commitment among consumer banking 
products/services in the current Taiwan market. Moreover, it is concerned to discover, 
among three types of bonds, the most effective type of bonds for enhancing customer 
commitment in each category of SEC products/services. In order to meet the unique and 
immediate needs of the research objectives, the primary data are required. Therefore, 
the primary data will be collected instead of the secondary data. Additionally, because 
of the concept of RM, relational bonds and SEC products/goods are widely discussed in 
literature and the aim of the research is to examine the associations of between 
relational bonds and customer commitment, the descriptive research will be the most 
appropriate approach to conduct the research. 
 
3.2.2 Qualitative and quantitative research 
There are two main groups of marketing research, qualitative and quantitative research. 
The former is defined as “An array of interpretive techniques which seek to describe, 
decode, translate and otherwise come to terms with the meaning, not the frequency, of 
certain more or less naturally occurring phenomena in the social world” (Van Maanen, 
1983, p.9).  
 
The qualitative research is generally concerned with the questions, which are new or not 
yet widely discussed by the researchers. The approach is more appropriately employed 
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in the new area to identify the rationales of the phenomena. It might be claimed that 
qualitative research tends to be like exploratory research.  
 
The weaknesses of qualitative research are generally indicated as lack of validity and 
reliability, limited sample size and time-consuming (Moch and Gates 2000). However, 
Gorden and Lengmaid (1993) point out it offers in-depth understanding, useful personal 
knowledge and experience, and rich descriptions.  
 
Qualitative research, quantitative research measures social phenomena and obtains 
numerical values, which can be analyzed statistically (Neuman, 2003). A survey using a 
structured questionnaire is the example of quantitative research. 
 
It is believed that quantitative research differs from qualitative research in the following 
ways: firstly, the data is usually gathered using more structured research instruments. 
Secondly, the results provide less detail on behaviour, attitudes and motivation. Thirdly, 
the results are based on larger sample sizes that are representative of the population. 
Fourthly, the research can usually be replicated or repeated, giving it high reliability; 
and lastly, the analysis of the results is more objective (Easterby-Smith, 1991, Neuman, 
2003).  
 
In this dissertation, the quantitative method will be used for the concepts of RM, 
relational bonds and SEC product/service classification; have been widely discussed in 
academic publications. Moreover, it is the aim of the study to generalize and capture 
more objective and reliable results of the customers’ preference about relationship 
bonds, which might be difficult for the qualitative methods to achieve. Lastly, the 
constraint of time and resources may not allow the author to conduct the qualitative 
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research. As for the data collection, questionnaires will be used and the design of the 
questionnaire will be explained in the next section. 
 
However, in order to understand the possible rationales behind the results of the main 
survey, especially for the hypotheses, which are not supported, the qualitative approach, 
two interviews with an expert and a target customer are undertaken as a supplement 
after data analysis stage.  
 
3.3 The pilot study 
3.3.1 Questionnaire design 
The purpose of the first questionnaire is to distinguish consumer-banking 
products/services into three categories with search, experience and credence qualities 
(Nelson 1970, 1974; Darby and Karni 1973).  
 
There is a wide range of consumer-banking products/services in the Taiwan market. In 
order to contribute the most to the business practice and facilitate data collection, it is 
necessary to choose the most often sold and profitable products/services to design the 
questionnaire. After discussing with two bank managers and exploring the 
products/services of the three Taiwanese leading consumer banks, China Trust, Citibank 
and HSBC, the six products/services selected were: 1) savings 2) loans 3) foreign 
currency exchanges 4) credit cards 5) insurances 6) investments. Then, the proposal 
designed by Krishnan and Hartline (2001) to distinguish search, experience and 
credence qualities of products/services was followed to design the questionnaire. That is, 
the respondents were asked to indicate their ability to judge the performance of each 
product/service before and after purchase, respectively  (see appendix 2). If the 
performance of a product/service can be easily judged both before and after purchase, 
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the product/service can be categorized into search product/service. If the performance of 
a product/service is relatively hard to judge before purchases but easier to judge after 
purchases, the product/service can be classified into experience product/service. Finally, 
if the performance of a product/service, both before and after purchases, is difficult to 
evaluate, it would be the credence product/service. 
 
When the questionnaire draft was drawn up, it was reviewed by a university lecturer 
from the marketing department and two bank managers. A few modifications were 
suggested and done. Next, a pretest was conducted within the 3 targeting bank 
customers, whose annual income was higher than NTD 800,000 (see the research 
population) and the comments received from them led to further slight modifications, 
which resulted in the final version of the questionnaire (see appendix 2). 
 
All measures of questions employed seven-point scales ranging from 1 (strongly 
disagree) to 7 (strongly agree). 
 
Furthermore, the questionnaire is designed in two versions, Chinese and English, 
because some customers may not be conversant with English. 
 
3.3.2 Research population 
The population is the entire group under study as specified by the objectives of the 
research (Burns and Bush, 2000). As the dissertation aims to investigate the 
high-income bank customers’ preference for the three levels of bonds and their 
commitment to the bank, the population chosen is high-income individuals with 
purchase experience of bank products/services. 
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In the survey, a high-income individual is defined as the person whose annual income 
higher than New Taiwan Dollars (NTD) 800,000 (about USD 30,000; NTD: USD=32:1). 
According to The Directorate General of Budget, Accounting and Statistics (DGBAS) 
of Executive Yuan in Taiwan, per capita national income is about NTD 400,000 in 2004. 
Therefore, people who earn more than NTD800, 000 annually could be viewed as a 
relative high-income group. These people generally have the potential to make a greater 
contribution to banks than those with relative low incomes. Thus, investing in 
high-income customers’ preferred relational bonds would be more useful for the banks 
to develop their marketing strategies. 
 
3.3.3 Sampling 
Sampling is a process of surveying a sample of the whole population to make inferences 
about the population.  A census is all the respondents in a population are asked to 
provide information (Aaker, et al., 2001). Due to the limited time and resources, the 
census was not considered in this survey.  
 
There are two basic sampling methods, probability and non-probability. In probability 
sampling, the sample is selected with a known chance of being within the population, 
that it is randomization is a feature of the selection process, which allow the researcher 
to calculate the nature and the extent of bias (Aaker, et al., 2001). 
 
In non-probability sampling, there is an assumption that there is an even distribution of 
characteristics within the population. By using non-probability sampling, subjects are 
chosen arbitrarily; thus, it is impossible either to estimate sampling variability or to 
identify possible bias. 
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Despite these drawbacks of the non-probability sampling methods, it is used when it is 
unfeasible or impractical to conduct probability sampling. Moreover, it is quick, 
inexpensive and convenient, compared with probability methods. 
 
In this survey for the dissertation, although it was possible to conduct probability 
sampling the non-probability method was more suitable in this survey when considering 
the constraints of expense and time,. Furthermore, quickest and most inexpensive type 
of non-probability sampling, the convenience sampling method of was used in the study. 
 
3.3.4 Data collection 
Thirty questionnaires were distributed to respondents by emails and by employees of 
the International Commercial Bank of China (ICBC) personally during 19th   and 21st 
July 2005. Twenty- eight questionnaires were returned and three of them were invalid 
and were deleted.
 
3.3.5 Data analysis and the findings of the pilot study 
In the pilot survey, the mean scores of 25 respondents’ ability for judging each 
product/service performance were calculated by Excel and shown in table 4.  
Table 4 the results of the pilot study 
 Mean scores of performance evaluation  
 First scale Second scale   
Product/service 1.Before purchase 2.After purchase 2-1Gap Category  
Savings 5.07 5.07 0.00 Search 
Loans 5.36 5.43 0.07 Search 
Foreign currency 
exchanges 
5.14 5.21 0.07 Search 
Credit cards 4.64 5.43 0.79 Experience 
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Insurances 4.32 4.68 0.36 Credence 
Investment  4.14 4.64 0.50 Credence 
There is no precise scale to categorize search, experience and credence goods/services 
in SEC theory. In this dissertation, the definition of SEC products/services was followed 
to classify the above banking products/services into SEC groups (Hsieh et. al., 2005).  
That is 1). Savings2). Loans and 3). Foreign currency exchanges as search 
product/service, because they have relative high mean scores on the first and second 
scales, that means customers believe they can evaluate the performance of these 
products/services relative easily both before and after purchases. Then, the credit card is 
classified as an experience product/service because it got a relative low mean score on 
the first scale and a relative high mean score on second scale, that is customers have 
difficulty to evaluate the performance of a credit card before they apply it, but they can 
more easily to judge the performance after its use. Lastly, insurances and investments 
are categorized as credence products/services for they have relative low mean scores on 
both the first and second scales, it means customers feel it is relatively difficult to 
measure the performance of these products/services both before and after purchases. 
 
3.4 The main survey 
3.4.1 Questionnaire design 
The aim of the main survey is to investigate the impact of relational bonds on 
customers’ commitment in each category of banking products/services, search, 
experience and credence. 
  
There are two parts in the questionnaire, part A, including three sections for measuring 
customer commitment within each SEC product/service; and part B, asking customer to 
provide their personal information. 
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In part A, section1, there are 25 questions, questions 1 to 6 question 7 to 14 and 15 to 21 
are asking respondents to indicate the extent of their perception of financial bonds, 
social bonds and structural bonds, respectively, in purchasing banking search 
products/services.  Following that, questions 22 to 25 respondents are asked their 
commitment to the bank about purchasing banking search product/service. The design 
of the questions is based on literature mainly, and two bank-managers’, one 
bank-salesperson’s opinions and Taiwanese consumer banks’ business practice. The 
questions and their referent sources are listed in table 5 to table 8. 
Table 5 The questions about financial bonds 
No. Question Referent sources 
1 I can receive gifts when I purchase products/ 
services. 
Hsieh et al. (2005) 
2 The bank provides discounts or better-priced
products/services to encourage future purchases. 
Hsieh et al. (2005) 
3 The bank provides discounts or better-priced
products/services for loyal customers. 
Hsieh et al. (2005) 
4 The bank provides cumulative points programmes. Hsieh et al. (2005) 
5 The bank holds lotteries to reward customers. Business practice. 
6 The bank allies itself with non-banking firms to offer 
me discount of non-financial products/services. 
Business practice. 
Table 6 The questions about social bonds 
No. Question Referent sources 
7 The bank keeps frequent contact with me. Lin et al. (2003) 
8 The bank shows concern for and understands of my 
needs. 
Lin et al. (2003) 
Boedeker, M (1997) 
9 The bank’s managers/employees aren’t friendly. Bank managers’ opinion. 
10 I receive special treatment from the bank. Hsieh et al (2005) 
11 The bank sends me greeting cards or gifts on special 
occasions. 
Hsieh et al (2005) 
 
12 The bank’s managers/employees know me. Hsieh et al (2005) 
13 The bank sponsors social activities for customers. Zeithaml. (2003) Berry (1995) 
14 The bank’s employees/managers help me to solve 
personal problems. 
Lin et al. (2003) 
Table 7 The questions about structural bonds 
No. Question Referent sources 
15 The bank provides customized products/services
according to my needs. 
Hsieh et al. (2005) 
Boedeker, M (1997) 
16 The bank provides good after-sales service to me. Hsieh et al. (2005) 
17 The bank provides professional knowledge about the 
products/services to me. 
Hsieh et al. (2005) 
Bank managers’ opinion. 
18 The bank often provides innovative 
products/services. 
Lin et al. (2003) 
Dibb and Mcadows (2001) 
19 The bank provides a wide range of products/services 
for me to choose. 
Bank managers’ opinion. 
20 The bank provides various ways for me to deal with 
transactions, e.g. telephone, Internet banking. 
Dibb and Mcadows (2001) Lin et al. 
(2003) 
21 The bank gives me prompt response after 
a complaint. 
Lin et al. (2003) 
Table 8 The questions about commitment 
No. Question Reference 
22 I am proud to be a customer of the bank. Hsieh et al. (2005) 
Gundlach et al (1995) 
23 I care about the success of the bank. Hsieh et al. (2005) 
Gundlach et al. (1995) 
24 I am a loyal patron of the bank. Hsieh et al (2005) 
Garbarino & Johnson (1999)
Gundlach et al. (1995) 
25 I don’t plan to maintain a long-term relationship 
with the bank. 
Hsieh et al. (2005) 
Garbarino & Johnson (1999) 
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Additionally, in this section, question 9 “The bank’s managers/employees aren’t 
friendly.” and the last question, “I don’t plan to maintain a long-term relationship with 
the bank” are worded negatively as checkpoints. 
 
All measures employed seven-point scales ranging from 1 (strongly disagree) to 7 
(strongly agree). 
 
Section2 and section 3 of part A are follow the same format of section 1 to design the 
questions and the whole questionnaire is shown as appendix 3. 
 
After drawing up the questionnaire draft, it was reviewed by a university lecturer from 
the marketing department and two bank managers. Some modifications were suggested 
and completed. Next, 7 pretests were conducted on 23rd and 24th July 2005 to increase 
content validity. The feedback received led to further modifications, which resulted in 
the final version of the questionnaire (see appendix 3). 
 
Furthermore, the questionnaire was translated into Chinese because some respondents 
may not be familiar with English. 
 
3.4.2 Research population 
The research population is high-income bank customers, whose annual income is higher 
than NTD 800,000. The relevant discussions are in the pilot study. 
 
3.4.3 Sampling 
Convenience sampling was conducted in the main survey. The rationale of the sampling 
method choice was explored in the pilot study. 
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3.4.4 Data collection 
Questionnaires were distributed to respondents by email and by employees of the 
International Commercial Bank of China (ICBC) personally during 27th   and 15th Aug 
2005. The income requirement is put on the cover page of the questionnaire to indicate 
that the targets of this survey are people whose individual annual income is over 
NTD800,000 to avoid non target individuals from fill in the questionnaire. 
 
3.4.5 Data analysis method 
It is proposed to use SPSS 11.5 computer software to analyze the data collected and 
then examine the hypotheses. 
 
Statistical analysis methods, which will be used in the next chapter, include reliability 
analysis, correlation analysis, and regression analysis.  
 
Firstly, reliability is the consistency of the measurement, or the degree to which an 
instrument measures the same way each time it is used under the same condition with 
the same subjects. In this study the reliability of the four variables, three levels of bonds 
and commitment will be estimated by using Cronbach alpha to evaluate whether the 
questions under each variable are reliably measuring that concept. 
 
Secondly, in the correlation analysis, Pearson’s product moment correlation is used to 
measure the direction of the relationship between commitment and each type of 
relational bonds. Moreover, the strength of the association between commitment and 
each type of relational bonds is also measured. 
 
Thirdly, in the regression analysis, a predictive analysis technique, the three levels of 
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bonds will be set as independent variables to predict the dependent variable, 
commitment. That is the association between commitment and relational bonds will be 
analyzed by regression analysis.  
 
3.5 Limitation and summary 
The research methods discussed above are deemed to be the most appropriate methods 
to address the research questions in this dissertation. However, some limitations are 
difficult to avoid due to the resources and time constraint. The first limitation is the 
choice of non-probability sampling, which is difficult to demonstrate the samples’ 
representativeness and might include hidden biases. The second limitation is the 
disadvantages of using Internet/emails to collect data. The shortcomings include low 
respond rate, which has been demonstrated by researchers (e.g. Couper et al., 2001, 
cited in Czaja and Blair, 2005), and the potential response bias. (Czaja and Blair, 2005). 
This bias results from the respondents of an Internet survey often being highly focused 
on those who are computer literate and with more up to date equipment, while people 
without computer skills or have no updated equipments may not fill-in online 
questionnaires. Moreover, if the respondent have queries when they fill-in the 
questionnaire, it is difficult to offer them prompt explanations compared to face-to-face 
interviews. 
 
In sum, the choice of the research methods may not be perfect in this survey, however, 
due to the shortage of time and budget, it may be considered the most effective and 
appropriate method. 
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Chapter 4 Data analysis and findings  
4.1 Introduction 
The aim of this chapter is to present data findings from the collected questionnaire. 
Firstly, the respondent profile is described. Then, the reliability and validity of the 
survey were examined. Following that the hypotheses are tested. The statistics analysis 
techniques discussed in the last chapter are used to analyze data in this chapter. 
 
4.2 Profile of respondents 
The main survey was conducted between 27th July and 15th Aug 2005. 200 
questionnaires were distributed to targets by emails and 120 questionnaires were 
distributed by employees of the International Commercial Bank of China (ICBC) to the 
target customers personally. Totally 162 questionnaires were returned, 61 from the 
Internet and 101 from face to face data collection. The returned rate is 30.5% from the 
Internet survey and 83.3 % from personal interviews.  
 
In order to measure how relational bonds affect customer commitment across three type 
of banking products/services more precisely, 33 respondents who did not have all three 
types of banking product/service purchase experiences were removed. Moreover, by 
checking the reversed questions, 3 respondents were found not understanding the 
questions or did not pay attention when filling in the questionnaires. Therefore deleting 
these 36 from the 162 questionnaires resulted in 126 valid questionnaires that were left 
and analyzed in this chapter. 
 
The profiles of 126 respondents are shown in the table 9. The figures indicate that 
52.4% of sample is male, and 47.6% is female, while, 71.4% of them are married and 
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28.6 are single. As for the age distribution, the majority of respondents fell in the age of 
30 to 39 and 40 to 49 groups, which accounted for 77.8% of all respondents. With 
respect to education, most of the respondents, about 90%, had higher education degree, 
bachelor or master/PhD. In annual income aspect, the majority of the respondents’ 
incomes were between TWD 800K and 1,5000K, which was 83.3% of all the samples. 
Whereas, 17.7% of the respondents’ income was over 1,500K a year. 
Table 9 Profiles of respondents 
  Frequency/N Percentage/% 
Total respondent N  126 100 
Gender Male 66 52.4 
 Female 60 47.6 
Age Under 29 12 9.5 
 30-39 61 48.4 
 40-49 37 29.4 
 50-59 13 10.3 
 Above 60 3 2.4 
Education Under Junior high school 2 1.6 
 Senior high school 11 8.7 
 Bachelor 78 61.9 
 Master/PHD 35 27.8 
Marriage Single 36 28.6 
 Married 90 71.4 
Income 800K-1, 500K 105 83.3 
(Unit: 
TWD/thousand) 
1, 500K - 2,000K 
13 10.3 
 2, 000K - 2, 500K 3 2.4 
 2, 5000K-3, 000K 2 1.6 
 Above 3,000K 3 2.4 
4.3 Reliability 
Cronbach's coefficient alpha was used to assess the degree of internal consistency 
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within a particular dimension. That is the reliabilities of the financial, social, and 
structural bonds as well as commitment were assessed. In general, alpha values of 0.70 
or higher are considered to be acceptable (Nunnally, 1978). As shown in table10 (the 
details of Cronbach's alpha computing was shown in appendix 9), all scales exceed this 
threshold, satisfying the research norm set by the above researchers and suggested a 
high internal consistency among the items in each dimension. 
Table 10 Reliability analysis 
        Variables 
 
Products/services 
 
Financial 
Bonds 
 
Social 
Bonds 
 
Structural 
Bonds 
 
Commitment
Search Alpha =. 8368 Alpha =. 8265 Alpha = .8876 Alpha = .8235
Experience Alpha = .8138 Alpha =. 8138 Alpha =. 8934 Alpha = .8934
Credence Alpha = .8404 Alpha =. 8873 Alpha =. 9233 Alpha = .8373
4.4 Validity 
The content validity of the instrument involved two aspects: (1) the extent to which the 
instrument measured what it appeared to measure according to the researcher's 
subjective judgments and (2) the extent that the instrument adequately represented the 
content population of the construct being measured (Frankfort-Nachmias and Nachmias, 
1992). Evaluating the content validity of an instrument can rely primarily on subjective 
and qualitative judgments by a number of specialists (Lin et al., 2005). As discussed in 
methodology, the relational bond and commitment items were developed by reviewing 
a variety of literature and were revised by experts, the marketing lecturer and bank 
managers. According to their comments, the revision of the questionnaire ensured 
question clarity and completeness, and eliminated ambiguities. This measurement could 
therefore be considered to possess reasonable content validity. 
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4.5 Tests of hypotheses 
The 4 hypotheses, restated below, of this dissertation are tested by correlation and 
simple regression analyses.  
 
H1ΚThree levels of relational bonds have positive impacts on customer commitment 
across all consumer-banking products/services. 
 
H2ΚFinancial bonds are more effective for enhancing customers’ commitment to 
banking search products/services than social and structural bonds. 
 
H3ΚSocial bonds are more effective for enhancing customers’ commitment to banking 
experience products/services than financial and structural bonds. 
 
H4ΚStructure bonds are more effective for enhancing customers’ commitment to 
banking credence products/services than financial and social bonds. 
 
The results of the correlation analysis of the four variables, financial, social and 
structural bonds and commitment, in each type of banking products/services were 
shown in table 10 to table 12. According to the table 11, each correlation between one 
type of bonds and another in search products/services is significant at the 0.01 level 
(2-tailed). Moreover, the Pearson Correlation was from 0.440 to 0.679, which means 
each type of bond has middle to high positive collation with one another (Burns and 
Bush, 2000).  Similar correlation results also can be found in banking experience and 
credence products/services (see Table 12 and 13). This implies that a multiple regression 
analysis might not be appropriate to be used to test the hypotheses; because the 
assumption behind multiple regressions is that the variables need to be independent of 
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each other or have no correlation (Burns and Bush, 2000). Thus, the simple regression 
analysis is used to test the hypotheses. The equation of the simple regression is: yi=E0+ 
E1xi + ei; where yi=the predicted variable, or the dependent variable. xi =the variable 
used to predict yi, or the dependent variable. E0=the intercept. E1=the slop, ei=random 
error. 
Table 11 Correlations between variables of search products/services 
   FIN1 SOC1 STR1 COMM1 
FIN1 Pearson Correlation 1 .590(**) .529(**) .283(**)
  Sig. (2-tailed) . .000 .000 .001
  N 126 126 126 126
SOC1 Pearson Correlation .590(**) 1 .679(**) .440(**)
  Sig. (2-tailed) .000 . .000 .000
  N 126 126 126 126
STR1 Pearson Correlation .529(**) .679(**) 1 .521(**)
  Sig. (2-tailed) .000 .000 . .000
  N 126 126 126 126
COMM1 Pearson Correlation .283(**) .440(**) .521(**) 1
  Sig. (2-tailed) .001 .000 .000 .
  N 126 126 126 126
** Correlation is significant at the 0.01 level (2-tailed). 
Search products/services indicate savings, loans or foreign currency exchanges 
FIN1ΚFinancial bonds for search products/services 
SOC1ΚSocial bonds for search products/services 
STR1ΚStructural bonds for search products/services 
COMM1Κcustomer commitment to banks when purchasing search products/.services 
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Table 12 Correlations between variables of experience products/services 
    FIN2 SOC2 STR2 COMM2 
FIN2 Pearson Correlation 1 .437(**) .609(**) .437(**)
  Sig. (2-tailed) . .000 .000 .000
  N 126 126 126 126
SOC2 Pearson Correlation .437(**) 1 .604(**) .432(**)
  Sig. (2-tailed) .000 . .000 .000
  N 126 126 126 126
STR2 Pearson Correlation .609(**) .604(**) 1 .609(**)
  Sig. (2-tailed) .000 .000 . .000
  N 126 126 126 126
COMM2 Pearson Correlation .437(**) .432(**) .609(**) 1
  Sig. (2-tailed) .000 .000 .000 .
  N 126 126 126 126
** Correlation is significant at the 0.01 level (2-tailed). 
Experience products/services indicate credit cards. 
FIN2ΚFinancial bonds for experience products/services 
SOC2ΚSocial bonds for experience products/services 
STR2ΚStructural bonds for experience products/services 
COMM2Κcustomer commitment to banks when purchasing experience products/.services 
Table 13 Correlations between variables of credence products/services 
    FIN3 SOC3 STR3 COMM3 
FIN3 Pearson Correlation 1 .671(**) .642(**) .447(**)
  Sig. (2-tailed) . .000 .000 .000
  N 126 126 126 126
SOC3 Pearson Correlation .671(**) 1 .751(**) .601(**)
  Sig. (2-tailed) .000 . .000 .000
  N 126 126 126 126
STR3 Pearson Correlation .642(**) .751(**) 1 .626(**)
  Sig. (2-tailed) .000 .000 . .000
  N 126 126 126 126
COMM3 Pearson Correlation .447(**) .601(**) .626(**) 1
  Sig. (2-tailed) .000 .000 .000 .
  N 126 126 126 126
** Correlation is significant at the 0.01 level (2-tailed). 
Credence products/services indicate insurance and investment products/services. 
FIN3ΚFinancial bonds for credence products/services 
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SOC3ΚSocial bonds for credence products/services 
STR3ΚStructural bonds for credence products/services 
COMM3Κcustomer commitment to banks when purchasing credence products/.services 
 
4.5.1 The test of hypothesis 1 
To test hypothesis 1, 9 simple regression models (see appendix 5, regression models 
1-1;1-2;1-3;2-1;2-2;2-3;3-1;3-2;3-3 ) were used to examine the associations between 
each level of relational and commitment across SEC banking products/services.  
 
In accordance with the above results of regression analyses, it is found that each 
category of relational bonds has positive association with customer commitment across 
three types of SEC products/services. That is financial, social and structural bonds can 
increase customer commitment across all consumer-banking products/services. Thus the 
hypothesis is supported. 
 
4.5.2 The test of hypothesis 2 
To test hypothesis 2, three simple regression models (see appendix 5, Regression 
models 1-1;1-2;1-3 and table 14) were used to examine the associations between 
financial bonds and commitment; social bonds and commitment; and structure bonds 
and commitment in banking search products/services.  
 
According to the above regression models, all the F values (see table 14) are statistically 
significant (p-value= 0.000 and 0.001), which indicates that the null hypothesis in each 
model is rejected and we can continue to use the models to analyze the two variables, 
commitment and each type of the bonds.  
 
However, the R square values of the three models are 0.080; 0.187 and 0.272 (see table 
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14), which means only 8%, 18.7% and 27.2 % of variation being explained by the three 
models respectively. The relative low R square values, suggesting there is not a good fit 
in each model, especially, the model of financial bonds and commitment. This implies 
that other factors might affect the customer commitment apart from financial bonds, 
social bonds and structural bonds. 
 
Furthermore, according to the coefficient values, which are all statistically significant 
(p-value=0.000), in regression 1-1; 1-2; 1-3 models (see table 14), the associations 
between commitment and each type of bonds can be summarized as the following 
equations.  
COMMI=3.67+0.25FIN1 
COMMI=3.01+0.46SOC1 
COMMI=2.22+0.52STR1 
 
From the values of E1 in equations, it is found that finical, social and structural bonds 
have positive association with commitment. Moreover, the structural bonds have the 
strongest relationship with commitment compared to social and financial bonds ΰE1Κ
0.52>0.46>0.25α in banking search products/services. Also, the social bonds have 
stronger impact on commitment than financial bonds. While the financial bonds have 
the weakest association with commitment, which is against the hypothesis 2. That is 
from the above analysis; the results show that the hypothesis 2 is not supported. 
Table 14 The key values of regression 1-1; 1-2; 1-3models in testing H2 
       Models 
Key values 
Financial bonds 
and commitment 
Social bonds 
and commitment 
Structural bonds 
and commitment 
F value 10.76/Sig0.001 29.70/ Sig0.000 46.26/ Sig0.000 
R Square 0.08 0.19 0.27 
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E1 Value 0.25/ Sig.001 0.46/ Sig0.000 0.52/ Sig0.000 
 
4.5.3 The test of hypothesis 3 
To test the hypothesis 3, three simple regression models (see appendix 5, Regression 
models 2-1; 2-2; 2-3 and table 15) were also computed to examine the associations 
between each relational bonds and customers’ commitment in purchasing credit cards.  
 
According to regression 2-1; 2-2; 2-3 models, the F value(see table 15) of each model is 
29.35, 28.46, 73.07 respectively, which are all statistically significant (p-value=0.000). 
The significance of F values indicates that the null hypothesis in each model is rejected, 
which makes it justifiable to continue inspecting the output of the models (Burns and 
Bush, 2000). 
 
Additionally, the R square values of the three models are 0.19; 0.19 and 0.37(see table 
15), which means 19%, 19% and 37% of variation being explained by the three models 
respectively. The relatively low R square value implies that in each model, besides 
financial, social and structural bonds, other factors might also affect the customer 
commitment. 
 
Furthermore, according to the coefficient values, which are all statistically significant at 
a 0.000 level, in regression 2-1; 2-2; 2-3 models (see table 15), the associations between 
commitment and each type of bonds can be summarized using the following equations.
  
COMM2=2.48+0.45 FIN2 
COMM2=2.95+0. 49 SOC2 
COMM2=1.50+0.66STR2 
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 From the above equations, it is clear that finical, social and structural bonds have 
positive impact on customer commitment of their credit card purchases. Also, similar to 
banking search products/services, the structural bonds have the strongest impact on 
commitment compared to social and financial bonds ΰE1Κ0.66>0.49>0.45α. Following 
that are social bonds and financial bonds. The results show that the hypothesis 3 is not 
supported. 
 
Compared to banking search products/services, the financial bonds have a higher impact 
on customer commitment to purchasing credit cardsΰE1Κ0.25 v.s 0.45α. Structural bonds 
in banking experience products/services also have stronger impact on commitment than 
in search products/servicesΰE1Κ0. 52 v.s 0.66α. Furthermore, the financial bonds and 
social bonds have a similar effect on customer commitment for banking experience 
products/servicesΰE1Κ0. 45 v.s 0.49α, while financial bonds have a significantly lower 
impact on customer commitment than social bonds for banking search products/services
ΰE1Κ0.25 v.s 0.46α.  
Table 15 The key values of 2-1; 2-2; 2-3 regression models in testing H3 
       Models 
Key values 
Financial bonds 
and commitment 
Social bonds 
and commitment 
Structural bonds 
and commitment 
F value 29.35/Sig0.000 28.46/ Sig0.000 73.07/ Sig0.000 
R Square 0.19 0.19 0.37 
E1 Value 0.45/ Sig0.000 0.49/ Sig0.000 0.66/ Sig0.000 
4.5.4 The test of hypothesis 4 
To test the hypothesis 4, three simple regression models, 3-1; 3-2; 3-3(see appendix 5, 
and table 16), were computed to examine the impact of relational bonds on customer 
commitment to purchasing insurance and investment products/services, which is 
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categorized as credence products/services in the survey.  
 
According to Regression 3-1;3-2;3-3 models (see appendix 5), the F value(see table 16) 
of each model is 31.01, 70.01, and 80.04 respectively, which are all statistically 
significant (p-values=0.000). The significance of F values indicates that the null 
hypothesis in each model is rejected, which means the models are suitable to explain the 
other outputs. 
 
The R square values of the three models are 0.20, 0.36 and 0.39 (see table 16), which 
means 20%, 36% and 39 % of variation of commitment is explained by each level of 
relational bonds in the three models respectively. The values indicate that there are other 
factors affecting customer commitment, apart from relational bonds. Moreover, these 
three R square values of credence products/services are higher than those in search and 
experience products/services, which means the current models have higher prediction 
capability than those models in testing hypotheses 2 and 3. 
 
Furthermore, from the coefficient values in the Regression 3-1; 3-2; 3-3 models are all 
statistically significant at a 0.000 (p-value=0.000) level (see table 16). According to the 
values, the impact of three levels of bonds on commitment can be summarized as the 
following equations. 
COMM3=2.8+0.46FIN3 
COMM3=2.3+0.596 SOC3 
COMM3=1.73+0.603 STR3 
 
Based on the above equations, it is found that finical, social and structural bonds have a 
positive impact on commitment. Moreover, the structural bonds have the strongest 
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impact on commitment compared to social and financial bondsΰE1Κ0.603>0.596>0.46α 
for credence products/services. Thus, the results show that the hypothesis 4 is 
supported. 
 
Compared to search and experience banking products/services, the social bonds play a 
more important role in enhancing customer commitment in credence products/services 
than that in search and experience banking products/services.  Moreover, the 
effectiveness of structural bonds on commitment in credence products/services is 
slightly lower than that in experience products/servicesΰE1Κ0.603 vs. 0.659α. 
Table 16 The key values of 3-1; 3-2; 3-3 regression models in testing H4 
       Models 
Key values 
Financial bonds 
and commitment 
Social bonds 
and commitment 
Structural bonds 
and commitment 
F value 31.01/Sig0.000 70.01/ Sig0.000 80.04/ Sig0.000 
R Square 0.20 0.36 0.39 
E1 Value 0.46/ Sig0.000 0.596/ Sig0.000 0.603/ Sig0.000 
 
4.6 Summary 
From the above analyses of the data, we found that hypotheses 1 and 4 are supported 
but the hypotheses 2 and 3 are not supported. That is the findings of the survey can be 
summarized as 1). All the three levels of relational bonds have positive impacts on 
customer commitment across all consumer-banking products/services. 2) Among the 
three levels of bonds, structural bonds are the most effective ways for enhancing 
customers’ commitment for all banking products/services, following that are social 
bonds and financial bonds. In sum, the association, in both direction and strength, 
between each level of bonds and commitment in different SEC products/services can be 
summarized as table 17.  In the next chapter, the findings were discussed to aim to 
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discover the rational behind the customers’ preference bonds. 
Table 17 The correlation between each level of bonds and commitment. 
           
Correlation 
 
Products/services 
 
Commitment 
and 
Financial bonds 
 
Commitment 
and 
Social bonds 
 
Commitment 
and 
Structural bonds 
Search 0.25/ Sig.001 0.46/ Sig0.000 0.52/ Sig0.000 
Experience 0.45/ Sig0.000 0.49/ Sig0.000 0.66/ Sig0.000 
Credence 0.46/ Sig0.000 0.596/ Sig0.000 0.603/ Sig0.000 
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Chapter 5 Discussion 
5.1 Introduction 
The chapter discusses the key findings derived from the data analysis in the last chapter. 
The discussion will firstly highlight the overall influence of relational bonds on 
customer commitment. Then the impact of each type of relational bonds on customer 
commitment for each category of banking SEC products/services will be discussed in 
detail. Through the discussion of the findings, we aim to gain not only the answers of 
the research questions directly from the data findings but also understand the logic 
behind customers’ behaviour. 
 
5.2 Relational bonds lead to customer commitment 
According to the data analysis in the last chapter, it was found that financial, social and 
structural bonds have positive effects on customer commitment across all type of 
banking SEC products/services. That is if the bank want to build long-term committed 
relationship with wealthier customers, all three levels of bonds are useful.  
 
This finding also reinforces the findings of other researches in both the financial 
industry and non-financial industry. The former, such as in the survey of Lin et al. 
(2003), their result showed that implementing financial, social and structural bonds in 
the financial service sector positively related to customer trust and commitment. The 
latter, such as, in the research conducted by Williams et al. (1998) and Gounairs (2005), 
both found that social and structural bonds play key predictors of the long-term 
commitment in customer relationships. More recently, Hsien et al. (2005) also found 
that the three levels of bonds have positive impact on customer commitment across 
search, experience and credence of online products.  
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Moreover, the research finding also indicates that financail bonds enhance customer 
commitment less than social bonds and structural bonds across three type of banking 
SEC products/services. This result, to some extent may be explained by Maslow's theory, 
hierarchy of needs  (1954) which proposed that an individual’s lower need, such as 
physiological needs must be met before moving to the next higher level. That is the 
financial needs can be viewed the bottom level of the relational bonds, only after 
fulfilling this level that customers will pursue social and structural bonds. The samples 
of our survey are high income individuals whos financail needs might have been met by 
their income, therefore the economc incentives seem to be less attractive to them, and 
they, therefore, focus more on social and strutural bonds.  
 
Our interview with a bank customer, Jack Chan, a high school teacher, also confirmed 
the above viewpoint. Jack mentioned that during the first two years after his graduation 
from the university, his income would only allow him to have a balanced life. When he 
wanted purchased a products/services from a bank, the better interest rate and low 
transaction fees were always the criteria for choosing a bank. However, he indicated that 
with the increase of his income, the criteria he used when choosing a bank are now not 
the interest rate or the amount of fees charged, instead of that, the convenience, service 
quality and the security of the transaction or information protection are the most 
important factors.  
 
From the above discussion, it is believed that the customers’ preferred bonds are 
associated with their income. Moreover, for the higher-income customers in our survey, 
they preferred the structural bonds most and this type of bond has the strongest impact 
on commitment when purchasing banking products/services, following the structural 
bonds are the social and financial bonds. 
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In the following sections the relational bonds and their impact on customer commitment 
for each type of banking SEC products/services will be discussed in detail.  
 
5.2.1 Banking search products/services 
The result of how relational bonds impact on customer commitment for banking search 
products/services indicates that structural and social bonds enhance customer 
commitment far more than financial bonds, which are the least important type of bonds 
impacting on customer commitment. 
 
It is surprising that our result almost completely does not support the concepts proposed 
by researchers and they are also different from the previous researches. In the literature, 
it is claimed that the attributes or performance of search products/services can be 
evaluated before purchases and the information about the products/services is relatively 
easy to acquire before purchases. Therefore the perceived risk of buying this type of 
products/services is lower than experience-based and credence-based products/services. 
As a result customers will be more price sensitive in purchasing search 
products/services. That is, financial bonds might be the most effective way to increase 
customer commitment for search products/services. The prior research conducted by 
Ford et al. (1990) recommended low-price strategy to promote search products was the 
example supporting the above statement. 
 
However, our expert interviewee, Chris Chen, the bank manager with 6 year experience 
in consumer banking sector, indicates that the consumer banking business is fiercely 
competitive in Taiwan and the products/services are highly standardized, especially 
savings and loans. Little margin can be earned from these products/services, as a result, 
few financial incentives can be offered to the customers. As discussed above, 
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high-income customers’ financial need might have been fulfilled from other sources, 
therefore little economic benefits hardly can appeal to them. This may be the reason that 
the financial incentives in banking search products/services have relative low impact on 
customer commitment. 
 
Moreover, the result of our study also showed that structural bonds impact customer 
commitment most for banking search products/services, which may reflect that 
high-income customers focus more on time saving and convenience of tractions than 
financial advantages gained from the banks or interpersonal relationship with banks. 
The interviewee, the bank customer, Jack also pointed out that the location of a bank 
that is near his office or house is the critical reason for him to purchase a saving from a 
bank because time is very precious for him. Moreover, whether the bank offers him 
various convenient ways e.g. telephone, Internet banking, to facilitate transactions is 
also very important because with the technology systems there is no time and location 
constraint to do transactions. These mentioned locations/channels or technology systems 
to deliver services are all structural bonds, which are desired by the high-income 
customers. With this finding, it is believed that for wealthier customers, time is more 
valuable than small financial incentives. To be more precise, spending time to find a 
better price banking products may create a high opportunity cost for them, which is not 
worth it for them to do.  
 
Additionally, although in theory the perceived risk in purchasing search 
products/services is low, when it refers to banking search products/services, such as 
savings, loans and foreign currency exchanges, customers perceived risk might much 
higher than buying other kinds of non-financial products/services. In Taiwan’s financial 
market, some banks have difficulty surviving in the fierce competition owing to the over 
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banking and poor risk management, which has led to the potential risk of bankruptcy or 
merger/acquisition by other banks.  This has made customers highly concerned about 
the security of their savings. Consequently, a bank without a sound reputation is hardly 
able to maintain customers only by three levels of relational bonds.  
 
“I will worry about losing my savings if I deposit my money in banks which do not run 
very well. Even those banks offer me better price or special treatments, I will not 
purchase savings there” (The Bank customer, Jack Chen, age 35, male) 
 
This may be the reason that for banking search products/services, especially for savings, 
all the relational bonds have relative low impact on customer commitment compared to 
banking experience and credence products/services. 
 
5.2.2 Banking experience products/services 
Similar to banking search products/services, the structural bonds also have stronger 
impact on commitment than social and financial bonds for banking experience 
products/services, credit cards. 
 
In previous research, there are two researches, one was conducted by Ostrom and 
Iacobucci (1995) and the other was undertaken by Hsieh et al. (2005), studied the 
impact of relational bonds on customer purchase behaviour for experience and credence 
products/services. The former conducted by Ostrom and Iacobucci (1995) investigating 
98 MBA students’ evaluation of critical service attributes for experience services, e.g. 
hotels, fast food outlets, hair salons and checking account and credence services found 
that social bonds, e.g. friendliness, were more important for experiences services than 
credence services, especially in highly critical purchases. The latter investigating 
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Taiwan online customers’ preferred bonds across SEC products/services showed that 
structural bonds are more important than social and financial bonds for online 
experience products/services, such as, hotel and information services. Although both of 
the above two researches investigated consumer behaviour toward experience services, 
different subjects and different type of experience services they chose might be the 
reason resulting in different findings. In our research, the finding is similar to the survey 
conducted in Taiwan by Hsieh et al. (2005) and the reasons bank cusomers’ 
commitment were impacted by structural bonds most will be discussed in the following 
sections in accordance with the interviews. 
 
Firstly, the possible reason the financial bonds have lower impact on customer 
commitment has be explained in the previous section, that is high-income customers’ 
financial needs may be fulfilled by other sources and they do not seek financial benefits 
from purchasing a credit card.  
 
The reason why the impact of financial bonds for credit cards are stronger than for 
search products/services could be explained by the characteristics of the credit card and 
its promotion in the Taiwan market.  
 
“Nowadays, almost all the banks in Taiwan rely on financial incentives heavily to 
promote credit cards, if you charge annual fees, for example, from customers, they will 
think you (the bank) take advantages from them and will possibly terminate the 
contract.”  (The bank manager, Chris Chen, age 35, male) 
From the above statement, for the credit card customers, the financial benefit offering 
has probably become a basic service rather than a favor or a special treatment in the 
credit card market. Moreover, the requirements and switching costs for applying a credit 
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card is very low in Taiwan, which can be demonstrated by the fact that each Taiwanese 
holds about three credit cards in 2004. Compare to search products/services, e.g. 
savings and loans with higher switching costs, it is justifiable that the financial bonds 
have a higher impact on credit cards than savings or loans in terms of customer 
commitment.  
 
Additionally, the fact that social bonds for credit cards did not strongly impact on 
customer commitment might result from the fact that high volume customers which are 
hard for banks to build interpersonal relationships individually. According to the 
Banking Bureau of Taiwan, the total active credit cards issued in the Taiwan market 
were 45 million in June 2005. The biggest credit card issuer, China Trust Commercial 
Bank has over 7 million active credit card customers. Next to China Trust, the other 6 
biggest card issue banks all have over one million active customers. In order to maintain 
relationships with numerous customers effectively, the bank needs to establish 
technology systems to fulfill customer needs and provide value-added services, which 
are the practice of structural bonds. Thus it is justified that the structural bonds at the 
organization level can impact on customer commitment more than social bonds, the 
personal level bonds, for credit card products/services. 
 
Furthermore, there are increasing card frauds in Taiwan, which cause customers to 
become highly concerned regarding banks’ policy about fraudulent activities and the 
security of their personal information. As the bank customer interviewee, Jack indicated, 
“whether the bank has capability to secure my personal information and can guarantee 
to repay the losses caused by frauds are my criteria to apply their credit card. ”The cues 
of whether banks have capability and guarantee include banks’ technologies, rules, 
policies, procedures, or agreements that provide formal structure to meet customers’ 
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above requirements, which are all the practices of structural bonding strategy (Smith, 
1998). With the security concern held by customers, it is not surprising that structural 
bonds are the most important bonds impacting customer commitment on credit cards. 
 
5.2.3 Banking credence products/services 
For the banking credence products/services, investments and insurances, the structural 
bonds are the most powerful means to tie customers. While social bonding strategy has 
nearly the same influence for enhancing customer commitment. 
 
The above result echoes the previous researches, e.g. Ostrom and Dawn (1995) and 
Hsieh et al. (2005). Moreover it fully explained the concepts proposed by the literature. 
That is credence products/services with the features of difficult quality evaluation and 
highly perceived risks lead to the requirements of customized, professional offerings 
and integrated delivery system to solve all aspects of customer problems (Mitra et al., 
1999). These requirements can be achieved by establishing structural bonds, such as 
building CRM systems to customize services and improving staff’s professional 
knowledge to deliver services. Furthermore, the customer we interviewed also 
confirmed that structural bonds could tie them with their bank for purchasing banking 
credence products/services. He pointed out that owing to the high cost of acquiring 
professional knowledge/information about investment and insurance products/services, 
he preferred purchasing these products/services from the banks, which are able to offer 
professional information. Additionally, the interviewee also emphasized that it is 
difficult for them to manage their investments and insurances among their busy 
schedule, therefore, good after sale services, a way of building structural bonds, is very 
critical to them.  
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Significantly different from search and experience products/services, social bonds have 
almost the same impact on customer commitment as structural bonds for credence 
products/services. The cause of this might result from the demand for reliable 
investment and insurance information. According to Mitra et al. (1999), credence 
product/service purchases are heavily associated with greater information search and 
reliance on both personal and impersonal information. The personal information 
includes information received from salespersons and from friends and relatives 
(Andreasen, 1968). In the Taiwan market, the personal information from friends and 
relatives is more reliable than that from a salesperson. This is because, generally 
speaking, the rewards or salaries for financial specialists, the bank employees selling 
investments and insurances, depend on his or her selling, i.e. the greater amount of 
products they sell, the higher commissions they can earn, which may lead to some of 
them doing mis-selling to customers in order to get higher commissions. As a result, 
customers might question financial specialists’ suggestions. However, according to the 
bank manager’s observation, financial specialists who can build good interpersonal 
relationships with customers are often trusted by customers, because in this 
circumstance, the relationships between customers and financial specialists are like 
friends rather than businesses associations. Therefore, in our study it is reasonable that 
social bonds aiming to establish familiarity and friendship with customers can enhance 
customer trust, consequently, the committed relationship is also achieved readily. 
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Chapter 6 Conclusion 
6.1 Conclusion 
The study found that the three levels of relational bonds; financial, social and structural 
bonds are all helpful in enhancing high-income customers’ commitment across the three 
type of banking SEC products/services. For all the three SEC products/services, 
structural bonds impact on the commitment most, following that are social bonds and 
then financial bonds. Additional findings are financial bonds enhance commitment 
significantly lower for search products/services than financial bonds impact on 
experience and credence products/services. Moreover, social bonds for credence 
products/services also affect commitment nearly as strongly as structural bonds.  
 
The findings may result from different attributes of SEC products/services leading to 
various perceived risk and information search when making a purchase decision. Apart 
from this, the requirements of convenience, time saving and security for high-income 
customers are highly likely to be influencing the findings.  
 
The implications, both for manager and researchers, limitations and the recommended 
further researches of the study are presented in the following sections. 
 
6.2 Implications 
6.2.1 Managerial Implications 
The study has produced several important findings that deserve considerable attention 
from consumer banks seeking long-term committed customer relationships. The first 
point is the findings help consumer banks to identify the attributes of their products that 
vary in terms of the level of difficulty to evaluate their performance. 
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 Secondly, although all three levels of bonds can improve high-income customers’ 
commitment for all banking SEC products/services, banks should focus on structural 
bonds most for they have the strongest impact on commitment. Additionally, banks 
should also emphasize social bonds for credence products/services, investments and 
insurances because they have a similar strong influence on commitment for these 
products/services. Moreover, for the search products/services, savings, loans and foreign 
currency exchanges, financial bonds have significant lower impact on customer 
commitment, therefore, less attention can be placed on this category of bond. On the 
basis of the above research, it allows banks doing effective marketing resource 
allocation to maximize the resource utilization as well as achieve highly committed 
customer relationships. 
 
Lastly, this research will help banks formulate their relational bonding strategy 
efficiently for new products/services. That is when a new banking product/service is 
developed; it can be classified as one of the SEC product/service by the method we 
undertook in the pilot study. As a result of identifying the attributes of the product, the 
most appropriate relationship bonding strategies can be formulated according to the 
findings in the study. 
 
6.2.2 Research implications 
The research implications of the study include the following areas. Firstly, in the 
literature, the financial services or banking products/services are often generally 
categorized as credence products/services. However in our research, the consumer 
banking products/services were successfully classified into search, experience and 
credence categorizes, which may allow the other researchers to develop new research 
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based on the classification the author has done in this study. 
 
Furthermore, according to this study, it is confirmed that the commitment can be 
achieved by practicing the three levels of relational bonds. However, our findings of 
hypotheses 2 and 3 are different from previous researches and not totally supported by 
the theoretical concepts in RM literature. This may have implications for academic 
research that in the consumer-banking sector, the three-level bonds impact on 
commitment are different from other sectors. Moreover, the findings show that apart 
from the three levels of relational bonds and the attributes held by different types of 
banking SEC products/services, other factors also impact on customer commitment. 
These factors, according to our interviews, may be highly associated with the segment 
of customers, the level of security required for banking products/services, and the 
current situation in the Taiwan market, which might result in recommending further 
research (please see the section of 6.4) to seek an in depth understanding of customer 
commitment across banking SEC products/services. 
 
6.3 Limitations 
Although this study has made contributions to both business practice and academic 
research, with the constraints of time and resources, it has its limitations. First, the 
sample size is 126 customers, which is relatively small and might not be sufficient to do 
comparison by dividing samples into subgroups according to demographic factors e.g. 
age and education. Secondly, the use of non-probabilistic convenient sampling might 
lead to difficulty demonstrating the representativeness of the sample. 
 
6.4 Suggestions for further research 
Further research might take the following directions. Firstly, although the demographic 
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data of the customers were collected, the author did not segment them to analyse the 
influence of demographic factors on customer preferred bonds and its impact on 
commitment, due to the relatively small sample size and the maximum number of words 
of the dissertation. However, such segmentation will provide valuable insight to the 
bank managers in terms of understanding specific segment preferred relational bonds. 
Therefore, It is suggested to enlarge the sample size or focus on a specific segment to do 
a wider or deeper research to discover whether the demographic factors will result in 
different perceived utilities of bonding strategies and accordingly affect customer 
commitment. 
 
According to the findings of the data analysis and interviews, apart from the three levels 
of bonds, there might be other factors that may affect customers’ commitment. It is 
worth considering doing further research, which may require qualitative or experimental 
research approaches rather than quantitative methods to find out the undiscovered 
factors impacting on customer commitment. The more variables associated with 
customer commitment are understood, the easier the marketing strategies can be 
formulated to retain customers and achieve long-term committed customer 
relationships. 
 
Finally, for the multinational/global banks, further research might need to consider 
cultural differences in individual markets. According to Huff and Alden’s research 
(1998), consumers' attitudes toward a marketing promotion are different in the 
collectivist and the individualist cultures, which provided evidence that the 
effectiveness of marketing strategies may be different from culture to culture. This 
survey was conducted specifically in the Taiwan market having the limitation to 
examine the influence of the culture variable. Thus it is anticipated that  studying the 
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cultural differences on this topic will be critical for global banks’ decision making in 
terms of the standardization or localization RM bonding strategies. 
 
In summary, in a fiercely competitive market, no matter whether local or global, 
effective management of customer retention is crucial to the success of consumer banks. 
It requires an understanding of how relationship-bonding strategies affect customer 
commitment across different products with various attributes. Our study begins to 
examine the consumer-banking sector in Taiwan, but that which remains can be studied 
more deeply and broadly in this important area for both local and international banks. 
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Appendix 
Appendix 1 The numbers of Banks in Taiwan 
 Domestic banks Foreign banks 
Year No. of Banks No of Branches No. of Banks No. of Branches
1991 25 1046 36 47 
1992 40 1212 36 50 
1993 41 1382 37 55 
1994 42 1577 37 57 
1995 42 1807 38 58 
1996 42 1936 40 65 
1997 47 2176 46 69 
1998 48 2404 46 72 
1999 52 2576 41 71 
2000 53 2693 39 70 
2001 53 3005 38 69 
2002 52 3068 36 68 
2003 50 3173 36 69 
2004 49 3189 35 67 
Source: Financial Statistics Monthly, Taiwan District, R.O.C, 2005  
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Appendix 2 Questionnaire for the pilot survey 
Dear Sir/Madam 
July 2005
Thank you for spending your precious time completing this questionnaire. The aim of this survey 
is to classify personal banking products/services into three groups, search, experience and 
credence, by investigating the difficulties for consumers evaluating the performance/quality of the 
bank’s products/services. After categorising the products/services, a further study of the effects of 
relational bonds on consumers’ commitment across different products/services will be conducted. 
It is anticipated that customers can benefit from the appropriate relational bonds implemented by 
banks.  
 
This questionnaire is anonymous. All information received is used solely for academic studies. 
Your help is the key to the success of this study.  
 
Thank you for your participating. 
 
Researcher: Chia-Yun May 
2004/05MBA student  
Nottingham University Business School 
Email:hb0917@hotmail.com
Supervisor: Dr. Prithwiraj Nath 
Lecturer in Marketing 
Nottingham University Business School 
DIRECTIONS:  
The targets of this survey are people whose individual annual income is over NTD800, 
000. If you are not our target, please do not fill this questionnaire. 
 
Please show the extent to which you agree/disagree of the following statements. Do this 
by circling one of the numbers next to each statement, e.g. if you “slightly agree” the 
statement, please use any color to highlight 5 or circle 5 .  There are no right or wrong 
answers. All we are interested in is your true feeling about the statement. 
 
When you answer all the questions, please email to hb0917@hotmail.com or give the 
questionnaire to the one who distributed it to you. 
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PART A 
Session 1 
Please indicate your ability to judge the performance/quality before purchasing the following
consumer banking products/services.  
7.Strongly agree  6.Agree  5.Slightly agree  4.Not sure 
3.Slightly disagree 2.Disagree    1.Strongly disagree
1. I can judge the performance/quality of a bank’s savings 
very well before using their savings products. 
1 2 3 4 5 6 7 
2.  I can judge the interest/fee charges and service quality
of a bank’s loans very well before borrowing money 
from the bank. 
1 2 3 4 5 6 7 
3.  I can judge the performance/quality of a bank’s foreign 
currency exchange products/services very well before 
trading. 
1 2 3 4 5 6 7 
4.  I can judge the performance/quality of a bank’s credit 
card products/services very well before applying for it.
1 2 3 4 5 6 7 
5.  I can judge the performance/quality of a bank’s 
insurance products/services very well before purchasing
them. 
1 2 3 4 5 6 7 
6. I can judge the performance/quality of a bank’s 
investment products or wealth management services 
very well before purchasing them. 
1 2 3 4 5 6 7 
Session 2 
Please indicate your ability to judge the performance/quality after purchasing the following 
consumer banking products/services.  
7.Strongly agree  6.Agree  5.Slightly agree  4.Not sure 
3.Slightly disagree  2.Disagree   1. Strongly disagree
1. I can judge the performance/quality of the bank’s 
savings very well after using their savings products. 
1 2 3 4 5 6 7 
2. I can judge the interest/fee charges and service quality
of a bank’s loans very well after borrowing money from 
the bank. 
1 2 3 4 5 6 7 
3. I can judge the performance/quality of a bank’s foreign 
currency exchange products/services very well after
trading. 
1 2 3 4 5 6 7 
4. I can judge the performance/quality of a bank’s credit 
card products/services very well after applying for it. 
1 2 3 4 5 6 7 
5. I can judge the performance/quality of a bank’s 
insurance products/services very well after purchasing
them. 
 
1 2 3 4 5 6 7 
6. I can judge the performance/quality of a bank’s 
investment products or wealth management services 
very well after purchasing them. 
1 2 3 4 5 6 7 
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PART B-General information 
1.  (     )  Please choose your gender.       (1). Male (2). Female 
2.  (     )   Please choose your appropriate age group. 
(1). Under 29  (2). 30 – 39    (3). 40 – 49     (4). 50 – 59    (5). Over60 
3.  (     )  Please choose your education. 
(1).Elementary or Junior high school  (2)Senior High School    (3).Bachelor   
(4).Master or PHD  
4. (     ) Please choose your marital status       (1). Single (2). Married 
5. (     )  Please choose your annual income (Unit: NTD ONE Dollar) 
(1).  800, 000-1,500, 0000         (2).  1, 500, 000 – 2,000, 000    (3).  2, 
000, 000 – 2, 500, 000 (4).  2, 5000, 000-3, 000, 0000  (5).  Above 3,000, 000    
 
Thank you for completing the Questionnaire. Please email to hb0917@hotmail.com or 
give the questionnaire to the one who distributed it to you. 
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Appendix 3 Questionnaire for the main survey 
Dear Sir/Madam 
July 2005
Thank you for spending your precious time completing this questionnaire. The aim of this survey 
is to investigate the effects of relational bonds on consumers’ commitment across different 
personal banking products/services. It is anticipated that the customers can benefit from the 
appropriate relational bonds implemented by the banks  
 
This questionnaire is anonymous. All information received is used solely for academic studies. 
Your help is the key to the success of this study.  
 
Thank you for your participating. 
 
 
Chia-Yun May 
2004/05 MBA student  
Nottingham University Business School 
 
Dr Prithwiraj Nath 
Lecturer in Marketing 
Nottingham University Business School 
DIRECTIONS:  
The targets of this survey are people whose individual annual income is over 
NTD800, 000. If you are not our targets, please do not fill this questionnaire. 
 
Please show the extent to which you agree/disagree with the following statements. Do 
this by circling one of the numbers next to each statement, e.g. if you “slightly agree” 
the statement, please circle 5 . There are no right or wrong answers. All we are 
interested in is your true feeling. 
 
If you have any query about the questionnaire, please feel free to contact with Chia Yun 
May by email. 
 
When you answer all the questions, please email to hb0917@hotmail.com or give 
the questionnaire to the one who distribute it to you. 
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PART A 
Section 1ΚSavings, loans and foreign currency exchanges  
Direction: 
Please answer the following questions based on your experiences and true feeling. The term 
“products/services” in the statements means saving, loan or foreign currency exchange 
products/services. “The bank” is the one you most often purchase one of the above-mentioned
products/services from. If you have never had the experience of purchasing one of the 
products/services in this session, please move on to Section 2. 
1.Strongly disagree  2. Disagree  3. Slightly disagree 
4. Not sure  5. Slightly agree  6. Agree  7. Strongly agree
1. I can receive gifts when I purchase products/ services. 1 2 3 4 5 6 7 
2. The bank provides discounts or better-priced
products/services to encourage future purchases. 
1 2 3 4 5 6 7 
3. The bank provides discounts or better-priced
products/services for loyal customers. 
1 2 3 4 5 6 7 
4. The bank provides cumulative points programmes. 1 2 3 4 5 6 7 
5. The bank holds lotteries to reward customers. 1 2 3 4 5 6 7 
6. The bank allies itself with non-banking firms to offer 
me discount of non-financial products/services. 
1 2 3 4 5 6 7 
7. The bank keeps frequent contact with me. 1 2 3 4 5 6 7 
8. The bank shows concern for and understands of my
needs. 
1 2 3 4 5 6 7 
9. The bank’s managers/employees aren’t friendly. 1 2 3 4 5 6 7 
10. I receive special treatment from the bank. 1 2 3 4 5 6 7 
11. The bank sends me greeting cards or gifts on special 
occasions. 
1 2 3 4 5 6 7 
12. The bank’s managers/employees know me. 1 2 3 4 5 6 7 
13. The bank sponsors social activities for customers. 1 2 3 4 5 6 7 
14. The bank’s employees/managers help me to solve
personal problems. 
1 2 3 4 5 6 7 
15. The bank provides customized products/services
according to my needs. 
1 2 3 4 5 6 7 
16. The bank provides good after-sales service to me. 1 2 3 4 5 6 7 
17. The bank provides professional knowledge about the 
products/services to me. 
1 2 3 4 5 6 7 
18. The bank often provides innovative products/services. 1 2 3 4 5 6 7 
19. The bank provides a wide range of products/services for
me to choose. 
1 2 3 4 5 6 7 
20. The bank provides various ways for me to deal with
transactions, e.g. telephone, Internet banking. 
1 2 3 4 5 6 7 
21. The bank gives me prompt response after a complaint. 1 2 3 4 5 6 7 
22. I am proud to be a customer of the bank. 1 2 3 4 5 6 7 
23. I care about the success of the bank. 1 2 3 4 5 6 7 
24. I am a loyal patron of the bank. 1 2 3 4 5 6 7 
25. I don’t plan to maintain a long-term relationship with 
the bank. 
1 2 3 4 5 6 7 
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Section 2ΚCredit cards  
Direction: 
Please answer the following questions based on your experiences and true feeling of using credit 
cards. The term  “products/services” in the statements means credit card products/services. “The 
bank” is the one you most often using their credit card(s). If you’ve never used a credit card, please 
move on to Section 3. 
                                1.Strongly disagree  2. Disagree  3. Slightly disagree   
4. Not sure  5. Slightly agree  6. Agree  7. Strongly agree
26. I can receive gifts when I use products/ services. 1 2 3 4 5 6 7 
27. The bank provides discounts or better-priced
products/services to encourage future purchases. 
1 2 3 4 5 6 7 
28. The bank provides discounts or better-priced
products/services for loyal customers. 
1 2 3 4 5 6 7 
29. The bank provides cumulative points programmes. 1 2 3 4 5 6 7 
30. The bank holds lotteries to reward customers. 1 2 3 4 5 6 7 
31. The bank allies itself with non-banking firms to offer 
me discount of non-financial products/services. 
1 2 3 4 5 6 7 
32. The bank keeps frequent contact with me. 1 2 3 4 5 6 7 
33. The bank shows concern for and understands of my
needs. 
1 2 3 4 5 6 7 
34. The bank’s managers/employees aren’t friendly. 1 2 3 4 5 6 7 
35. I receive special treatment from the bank. 1 2 3 4 5 6 7 
36. The bank sends me greeting cards or gifts on special 
occasions. 
1 2 3 4 5 6 7 
37. The bank’s managers/employees know me. 1 2 3 4 5 6 7 
38. The bank sponsors social activities for customers. 1 2 3 4 5 6 7 
39. The bank’s employees or managers help me to solve
personal problems. 
1 2 3 4 5 6 7 
40. The bank provides customized products/services
according to my needs. 
1 2 3 4 5 6 7 
41. The bank provides good after-sales service to me. 1 2 3 4 5 6 7 
42. The bank provides professional knowledge about the 
products/services to me. 
1 2 3 4 5 6 7 
43. The bank often provides innovative products/services. 1 2 3 4 5 6 7 
44. The bank provides a wide range of products/services for
me to choose. 
1 2 3 4 5 6 7 
45. The bank provides various ways for me to deal with
transactions, e.g. telephone, Internet banking. 
1 2 3 4 5 6 7 
46. The bank gives me prompt response after a complaint. 1 2 3 4 5 6 7 
47. I am proud to be a customer of the bank. 1 2 3 4 5 6 7 
48. I care about the success of the bank. 1 2 3 4 5 6 7 
49. I am a loyal patron of the bank. 1 2 3 4 5 6 7 
50. I don’t plan to maintain a long-term relationship with 
the bank. 
1 2 3 4 5 6 7 
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Section 3ΚInvestment and Insurance products/services  
Direction: 
Please answer the following questions based on your experiences and true feeling. The term 
“products/services” in the statements means investment or insurance products/services. “The bank” is 
the one you most often purchase one of the products/services from. If you’ve never purchased one of 
the products/services in this section, please move on to Part B to fill in general information. 
1.Strongly disagree  2. Disagree  3. Slightly disagree 
4. Not sure  5. Slightly agree  6. Agree  7. Strongly agree
51. I can receive gifts when I purchase products/ services. 1 2 3 4 5 6 7 
52. The bank provides discounts or better-priced
products/services to encourage future purchases. 
1 2 3 4 5 6 7 
53. The bank provides discounts or better-priced
products/services for loyal customers. 
1 2 3 4 5 6 7 
54. The bank provides cumulative points programmes. 1 2 3 4 5 6 7 
55. The bank holds lotteries to reward customers 1 2 3 4 5 6 7 
56. The bank allies itself with non-banking firms to offer 
me discount of non-financial products/services. 
1 2 3 4 5 6 7 
57. The bank keeps frequent contact with me. 1 2 3 4 5 6 7 
58. The bank shows concern for and understands of my
needs. 
1 2 3 4 5 6 7 
59. The bank’s managers/employees aren’t friendly. 1 2 3 4 5 6 7 
60. I receive special treatment from the bank. 1 2 3 4 5 6 7 
61. The bank sends me greeting cards or gifts on special 
occasions. 
1 2 3 4 5 6 7 
62. The bank’s managers/employees know me. 1 2 3 4 5 6 7 
63. The bank sponsors social activities for customers. 1 2 3 4 5 6 7 
64. The bank’s employees or managers help me to solve
personal problems. 
1 2 3 4 5 6 7 
65. The bank provides customized products/services
according to my needs. 
1 2 3 4 5 6 7 
66. The bank provides good after-sales service to me. 1 2 3 4 5 6 7 
67. The bank provides professional knowledge about the 
products/services to me. 
1 2 3 4 5 6 7 
68. The bank often provides innovative products/services. 1 2 3 4 5 6 7 
69. The bank provides a wide range of products/services for
me to choose. 
1 2 3 4 5 6 7 
70. The bank provides various ways to deal with
transactions, e.g. telephone, Internet banking. 
1 2 3 4 5 6 7 
71. The bank gives me prompt response after a complaint. 1 2 3 4 5 6 7 
72. I am proud to be a customer of the bank. 1 2 3 4 5 6 7 
73. I care about the success of the bank. 1 2 3 4 5 6 7 
74. I am a loyal patron of the bank. 1 2 3 4 5 6 7 
75. I don’t plan to maintain a long-term relationship with 
the bank. 
1 2 3 4 5 6 7 
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Part B General information 
 
76. (     )  Please choose your gender.       (1). Male  (2). Female 
77. (     )   Please choose your appropriate age group. 
(1). Under 29  (2). 30 – 39  (3). 40 – 49  (4). 50 – 59   (5). Over60 
78. (     )  Please choose your education. 
(1). Elementary or Junior high school  (2) Senior High School  (3). Bachelor    
(4). Master/PHD  
79. (     )  Please choose your marital status    (1). Single  (2). Married 
80. (     )  Please choose your annual income (Unit: NTD, Thousand dollars=K) 
(1).800K-1,500K  (2).1, 500K – 2,000K   (3).2, 000K – 2, 500K  (4).2, 
5000K-3, 000K    (5). Above 3,000K (6). Under 800K but the household income 
is over 1, 500K. 
 
Thank you for completing the Questionnaire. Please email to hb0917@hotmail.com 
or give the questionnaire to the one who distributed it to you. 
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Appendix 4 Reliability analysis 
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Experience products 
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Credence products 
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Appendix 5 Regression analysis 
Regression1-1 financial bonds and commitment for search 
products/services 
ˠ̂˷˸˿ʳ ˩˴̅˼˴˵˿˸̆ʳ˘́̇˸̅˸˷ʳ ˩˴̅˼˴˵˿˸̆ʳ˥˸̀̂̉˸˷ʳ ˠ˸̇˻̂˷ʳ
˄ʳ ˙˜ˡ˄ʻ˴ʼʳ ˁ ˘́̇˸̅
˴ʳ ʳ ˔˿˿ʳ̅˸̄̈˸̆̇˸˷ʳ̉˴̅˼˴˵˿˸̆ʳ˸́̇˸̅˸˷ˁʳ˵ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠ˄ʳ
ˠ̂˷˸˿ʳ ˥ʳ ˥ʳ˦̄̈˴̅˸ʳ ˔˷˽̈̆̇˸˷ʳ˥ʳ˦̄̈˴̅˸ʳ ˦̇˷ˁʳ˘̅̅̂̅ʳ̂˹ʳ̇˻˸ʳ˘̆̇˼̀˴̇˸ʳ
˄ʳ ˁ˅ˋˆʻ˴ʼʳ ˁ˃ˋ˃ʳ ˁ˃ˊ˅ ˄ˁ˃ˌ˅ˇˌ
˴ʳ ʳ ˣ̅˸˷˼˶̇̂̅̆ˍʳʻ˖̂́̆̇˴́̇ʼʿʳ˙˜ˡ˄ʳ
ˠ̂˷˸˿ʳ ʳ ʳ ˦̈̀ʳ̂˹ʳ˦̄̈˴̅˸̆ʳ ˷˹ʳ ˠ˸˴́ʳ˦̄̈˴̅˸ ˙ʳ ˦˼˺ˁʳ
˄ʳ ˥˸˺̅˸̆̆˼̂́ʳ ˄˅ˁˋˇ˃ʳ ˄ ˄˅ˁˋˇ˃ ˄˃ˁˊˈˋ ˁ˃˃˄ʻ˴ʼ
ʳ ʳ ˥˸̆˼˷̈˴˿ʳ ˄ˇˊˁˌˌˌʳ ˄˅ˇ ˄ˁ˄ˌˇ ʳ
ʳ ʳ ˧̂̇˴˿ʳ ˄ˉ˃ˁˋˆˌʳ ˄˅ˈ ʳ ʳ
˴ʳˣ̅˸˷˼˶̇̂̅̆ˍʳʻ˖̂́̆̇˴́̇ʼʿʳ˙˜ˡ˄ˁʳ˵ʳ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠ˄ʳ
ˠ̂˷˸˿ʳ ʳ ʳ ˨́̆̇˴́˷˴̅˷˼̍˸˷ʳ˖̂˸˹˹˼˶˼˸́̇̆ ˦̇˴́˷˴̅˷˼̍˸˷ʳ˖̂˸˹˹˼˶˼˸́̇̆ʳ ̇ʳ ˦˼˺ˁʳ
ʳ ʳ ʳ ʳ ˕ʳ ˦̇˷ˁʳ˘̅̅̂̅ʳ ˕˸̇˴ʳ ʳ ʳ ʳ ʳ
˄ʳ ʻ˖̂́̆̇˴́̇ʼʳ ˆˁˉˉˊʳ ˁ˅ˋˉ ʳ ˄˅ˁˋˇˇʳ ˁ˃˃˃
ʳ ʳ ˙˜ˡ˄ʳ ˁ˅ˈ˃ʳ ˁ˃ˊˉ ˁ˅ˋˆ ˆˁ˅ˋ˃ʳ ˁ˃˃˄
˴ʳ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠ˄ʳ
Regression1-2 social bonds and commitment for search 
products/services 
ˠ̂˷˸˿ʳ ˩˴̅˼˴˵˿˸̆ʳ˘́̇˸̅˸˷ʳ ˩˴̅˼˴˵˿˸̆ʳ˥˸̀̂̉˸˷ʳ ˠ˸̇˻̂˷ʳ
˄ʳ ˦ˢ˖˄ʻ˴ʼʳ ˁ ˘́̇˸̅
˴ʳ ʳ ˔˿˿ʳ̅˸̄̈˸̆̇˸˷ʳ̉˴̅˼˴˵˿˸̆ʳ˸́̇˸̅˸˷ˁʳ˵ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠ˄ʳ
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ˠ̂˷˸˿ʳ ˥ʳ ˥ʳ˦̄̈˴̅˸ʳ ˔˷˽̈̆̇˸˷ʳ˥ʳ˦̄̈˴̅˸ʳ ˦̇˷ˁʳ˘̅̅̂̅ʳ̂˹ʳ̇˻˸ʳ˘̆̇˼̀˴̇˸ʳ
˄ʳ ˁˇˇ˃ʻ˴ʼʳ ˁ˄ˌˆʳ ˁ˄ˋˊ ˄ˁ˃˅˅ˌˊ
˴ʳ ʳ ˣ̅˸˷˼˶̇̂̅̆ˍʳʻ˖̂́̆̇˴́̇ʼʿʳ˦ˢ˖˄ʳ
ˠ̂˷˸˿ʳ ʳ ʳ ˦̈̀ʳ̂˹ʳ˦̄̈˴̅˸̆ʳ ˷˹ʳ ˠ˸˴́ʳ˦̄̈˴̅˸ ˙ʳ ˦˼˺ˁʳ
˄ʳ ˥˸˺̅˸̆̆˼̂́ʳ ˆ˄ˁ˃ˊˊʳ ˄ ˆ˄ˁ˃ˊˊ ˅ˌˁˉˌˊ ˁ˃˃˃ʻ˴ʼ
ʳ ʳ ˥˸̆˼˷̈˴˿ʳ ˄˅ˌˁˊˉ˅ʳ ˄˅ˇ ˄ˁ˃ˇˉ ʳ
ʳ ʳ ˧̂̇˴˿ʳ ˄ˉ˃ˁˋˆˌʳ ˄˅ˈ ʳ ʳ
˴ʳ ʳ ˣ̅˸˷˼˶̇̂̅̆ˍʳʻ˖̂́̆̇˴́̇ʼʿʳ˦ˢ˖˄ʳ˵ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠ˄ʳ
ˠ̂˷˸˿ʳ ʳ ʳ ˨́̆̇˴́˷˴̅˷˼̍˸˷ʳ˖̂˸˹˹˼˶˼˸́̇̆ ˦̇˴́˷˴̅˷˼̍˸˷ʳ˖̂˸˹˹˼˶˼˸́̇̆ ̇ʳ ˦˼˺ˁʳ
ʳ ʳ ʳ ʳ ˕ʳ ˦̇˷ˁʳ˘̅̅̂̅ʳ ˕˸̇˴ʳ ʳ ʳ ʳ ʳ
˄ʳ ʻ˖̂́̆̇˴́̇ʼʳ ˆˁ˃˄ˆʳ ˁ˅ˌˉ ʳ ˄˃ˁ˄ˊˉʳ ˁ˃˃˃
ʳ ʳ ˦ˢ˖˄ʳ ˁˇˈˈʳ ˁ˃ˋˆ ˁˇˇ˃ ˈˁˇˇˌʳ ˁ˃˃˃
˴ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠ˄ʳ
Regression1-3 structural bonds and commitment for search 
products/services 
ˠ̂˷˸˿ʳ ˩˴̅˼˴˵˿˸̆ʳ˘́̇˸̅˸˷ʳ ˩˴̅˼˴˵˿˸̆ʳ˥˸̀̂̉˸˷ʳ ˠ˸̇˻̂˷ʳ
˄ʳ ˦˧˥˄ʻ˴ʼʳ ˁ ˘́̇˸̅
˴ʳ ʳ ˔˿˿ʳ̅˸̄̈˸̆̇˸˷ʳ̉˴̅˼˴˵˿˸̆ʳ˸́̇˸̅˸˷ˁʳ˵ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠ˄ʳ
ˠ̂˷˸˿ʳ ˥ʳ ˥ʳ˦̄̈˴̅˸ʳ ˔˷˽̈̆̇˸˷ʳ˥ʳ˦̄̈˴̅˸ʳ ˦̇˷ˁʳ˘̅̅̂̅ʳ̂˹ʳ̇˻˸ʳ˘̆̇˼̀˴̇˸ʳ
˄ʳ ˁˈ˅˄ʻ˴ʼʳ ˁ˅ˊ˅ʳ ˁ˅ˉˉ ˁˌˊ˄ˌˈ
˴ʳ ʳ ˣ̅˸˷˼˶̇̂̅̆ˍʳʻ˖̂́̆̇˴́̇ʼʿʳ˦˧˥˄ʳ
ˠ̂˷˸˿ʳ ʳ ʳ ˦̈̀ʳ̂˹ʳ˦̄̈˴̅˸̆ʳ ˷˹ʳ ˠ˸˴́ʳ˦̄̈˴̅˸ ˙ʳ ˦˼˺ˁʳ
˄ʳ ˥˸˺̅˸̆̆˼̂́ʳ ˇˆˁˉˌˌʳ ˄ ˇˆˁˉˌˌ ˇˉˁ˅ˈˋʳ ˁ˃˃˃ʻ˴ʼ
ʳ ʳ ˥˸̆˼˷̈˴˿ʳ ˄˄ˊˁ˄ˇ˃ʳ ˄˅ˇ ˁˌˇˈ ʳ
ʳ ʳ ˧̂̇˴˿ʳ ˄ˉ˃ˁˋˆˌʳ ˄˅ˈ ʳ ʳ
˴ʳ ʳ ˣ̅˸˷˼˶̇̂̅̆ˍʳʻ˖̂́̆̇˴́̇ʼʿʳ˦˧˥˄ʳ˵ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠ˄ʳ
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ˠ̂˷˸˿ʳ ʳ ʳ ˨́̆̇˴́˷˴̅˷˼̍˸˷ʳ˖̂˸˹˹˼˶˼˸́̇̆ ˦̇˴́˷˴̅˷˼̍˸˷ʳ˖̂˸˹˹˼˶˼˸́̇̆ʳ ̇ʳ ˦˼˺ˁʳ
ʳ ʳ ʳ ʳ ˕ʳ ˦̇˷ˁʳ˘̅̅̂̅ʳ ˕˸̇˴ʳ ʳ ʳ ʳ ʳ
˄ʳ ʻ˖̂́̆̇˴́̇ʼʳ ˅ˁ˅˅ˋʳ ˁˆˈ˅ ʳ ˉˁˆˆˆʳ ˁ˃˃˃
ʳ ʳ ˦˧˥˄ʳ ˁˈ˅˄ʳ ˁ˃ˊˊ ˁˈ˅˄ ˉˁˋ˃˄ʳ ˁ˃˃˃
˴ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠ˄ʳ
Regression2-1 financial bonds and commitment for search 
products/services  
ˠ̂˷˸˿ʳ ˩˴̅˼˴˵˿˸̆ʳ˘́̇˸̅˸˷ʳ ˩˴̅˼˴˵˿˸̆ʳ˥˸̀̂̉˸˷ʳ ˠ˸̇˻̂˷ʳ
˄ʳ ˙˜ˡ˅ʻ˴ʼʳ ˁ ˘́̇˸̅
˴ʳ ʳ ˔˿˿ʳ̅˸̄̈˸̆̇˸˷ʳ̉˴̅˼˴˵˿˸̆ʳ˸́̇˸̅˸˷ˁʳ
˵ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠ˅ʳ
ˠ̂˷˸˿ʳ ˥ʳ ˥ʳ˦̄̈˴̅˸ʳ ˔˷˽̈̆̇˸˷ʳ˥ʳ˦̄̈˴̅˸ʳ ˦̇˷ˁʳ˘̅̅̂̅ʳ̂˹ʳ̇˻˸ʳ˘̆̇˼̀˴̇˸ʳ
˄ʳ ˁˇˆˊʻ˴ʼʳ ˁ˄ˌ˄ʳ ˁ˄ˋˈ ˁˌˌˌˌˋ
˴ʳ ʳ ˣ̅˸˷˼˶̇̂̅̆ˍʳʻ˖̂́̆̇˴́̇ʼʿʳ˙˜ˡ˅ʳ
ˠ̂˷˸˿ʳ ʳ ʳ ˦̈̀ʳ̂˹ʳ˦̄̈˴̅˸̆ʳ ˷˹ʳ ˠ˸˴́ʳ˦̄̈˴̅˸ ˙ʳ ˦˼˺ˁʳ
˄ʳ ˥˸˺̅˸̆̆˼̂
́ʳ ˅ˌˁˆˇˈʳ ˄ ˅ˌˁˆˇˈ ˅ˌˁˆˇˊ ˁ˃˃˃ʻ˴ʼ
ʳ ʳ ˥˸̆˼˷̈˴˿ʳ ˄˅ˆˁˌˌˇʳ ˄˅ˇ ˄ˁ˃˃˃ ʳ
ʳ ʳ ˧̂̇˴˿ʳ ˄ˈˆˁˆˆˌʳ ˄˅ˈ ʳ ʳ
˴ʳ ʳ ˣ̅˸˷˼˶̇̂̅̆ˍʳʻ˖̂́̆̇˴́̇ʼʿʳ˙˜ˡ˅ʳ
˵ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠ˅ʳ
ˠ̂˷˸˿ʳ ʳ ʳ ˨́̆̇˴́˷˴̅˷˼̍˸˷ʳ˖̂˸˹˹˼˶˼˸́̇̆ʳ ˦̇˴́˷˴̅˷˼̍˸˷ʳ˖̂˸˹˹˼˶˼˸́̇̆ ̇ʳ ˦˼˺ˁʳ
ʳ ʳ ʳ ʳ ˕ʳ ˦̇˷ˁʳ˘̅̅̂̅ʳ ˕˸̇˴ʳ ʳ ʳ ʳ ʳ
˄ʳ ʻ˖̂́̆̇˴́̇ʼʳ ˅ˁˇˋˈʳ ˁˇ˃ˇ ʳ ˉˁ˄ˈ˄ʳ ˁ˃˃˃
ʳ ʳ ˙˜ˡ˅ʳ ˁˇˈˇʳ ˁ˃ˋˇ ˁˇˆˊ ˈˁˇ˄ˊʳ ˁ˃˃˃
˴ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠ˅ʳ
Regression2-2 social bonds and commitment for search 
products/services 
ʳ
ʳ
ˠ̂˷˸˿ʳ ˩˴̅˼˴˵˿˸̆ʳ˘́̇˸̅˸˷ʳ ˩˴̅˼˴˵˿˸̆ʳ˥˸̀̂̉˸˷ʳ ˠ˸̇˻̂˷ʳ
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˴ʳ ʳ ˔˿˿ʳ̅˸̄̈˸̆̇˸˷ʳ̉˴̅˼˴˵˿˸̆ʳ˸́̇˸̅˸˷ˁʳ
˵ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠ˅ʳ
ˠ̂˷˸˿ʳ ˥ʳ ˥ʳ˦̄̈˴̅˸ʳ ˔˷˽̈̆̇˸˷ʳ˥ʳ˦̄̈˴̅˸ʳ ˦̇˷ˁʳ˘̅̅̂̅ʳ̂˹ʳ̇˻˸ʳ˘̆̇˼̀˴̇˸ʳ
˄ʳ ˁˇˆ˅ʻ˴ʼʳ ˁ˄ˋˊʳ ˁ˄ˋ˃ ˄ˁ˃˃˅ˋˌ
˴ʳ ʳ ˣ̅˸˷˼˶̇̂̅̆ˍʳʻ˖̂́̆̇˴́̇ʼʿʳ˦ˢ˖˅ʳ
ˠ̂˷˸˿ʳ ʳ ʳ ˦̈̀ʳ̂˹ʳ˦̄̈˴̅˸̆ʳ ˷˹ʳ ˠ˸˴́ʳ˦̄̈˴̅˸ʳ ˙ʳ ˦˼˺ˁʳ
˄ʳ ˥˸˺̅˸̆̆˼̂
́ʳ ˅ˋˁˉ˅˅ʳ ˄ ˅ˋˁˉ˅˅ ˅ˋˁˇˈˊʳ ˁ˃˃˃ʻ˴ʼ
ʳ ʳ ˥˸̆˼˷̈˴˿ʳ ˄˅ˇˁˊ˄ˋʳ ˄˅ˇ ˄ˁ˃˃ˉ ʳ
ʳ ʳ ˧̂̇˴˿ʳ ˄ˈˆˁˆˆˌʳ ˄˅ˈ ʳ ʳ
˴ʳ ʳ ˣ̅˸˷˼˶̇̂̅̆ˍʳʻ˖̂́̆̇˴́̇ʼʿʳ˦ˢ˖˅ʳ ʳ ˵ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠ˅ʳ
ˠ̂˷˸˿ʳ ʳ ʳ ˨́̆̇˴́˷˴̅˷˼̍˸˷ʳ˖̂˸˹˹˼˶˼˸́̇̆ ˦̇˴́˷˴̅˷˼̍˸˷ʳ˖̂˸˹˹˼˶˼˸́̇̆ ̇ʳ ˦˼˺ˁʳ
ʳ ʳ ʳ ʳ ˕ʳ ˦̇˷ˁʳ˘̅̅̂̅ʳ ˕˸̇˴ʳ ʳ ʳ ʳ ʳ
˄ʳ ʻ˖̂́̆̇˴́̇
ʼʳ ˅ˁˌˈˇʳ ˁˆ˅ˈ ʳ ˌˁ˄˃˅ʳ ˁ˃˃˃
ʳ ʳ ˦ˢ˖˅ʳ ˁˇˋˌʳ ˁ˃ˌ˅ ˁˇˆ˅ ˈˁˆˆˇʳ ˁ˃˃˃
˴ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠ˅ʳ
Regression2-3 structural bonds and commitment for search 
products/services 
ˠ̂˷˸˿ʳ ˩˴̅˼˴˵˿˸̆ʳ˘́̇˸̅˸˷ʳ ˩˴̅˼˴˵˿˸̆ʳ˥˸̀̂̉˸˷ʳ ˠ˸̇˻̂˷ʳ
˄ʳ ˦˧˥˅ʻ˴ʼʳ ˁ ˘́̇˸̅
˴ʳ ʳ ˔˿˿ʳ̅˸̄̈˸̆̇˸˷ʳ̉˴̅˼˴˵˿˸̆ʳ˸́̇˸̅˸˷ˁʳ ʳ ˵ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠ˅ʳ
ˠ̂˷˸˿ʳ ˥ʳ ˥ʳ˦̄̈˴̅˸ʳ ˔˷˽̈̆̇˸˷ʳ˥ʳ˦̄̈˴̅˸ʳ ˦̇˷ˁʳ˘̅̅̂̅ʳ̂˹ʳ̇˻˸ʳ˘̆̇˼̀˴̇˸ʳ
˄ʳ ˁˉ˃ˌʻ˴ʼʳ ˁˆˊ˄ʳ ˁˆˉˉ ˁˋˋ˅˄˃
˴ʳ ʳ ˣ̅˸˷˼˶̇̂̅̆ˍʳʻ˖̂́̆̇˴́̇ʼʿʳ˦˧˥˅ʳ ʳ
ˠ̂˷˸˿ʳ ʳ ʳ ˦̈̀ʳ̂˹ʳ˦̄̈˴̅˸̆ ˷˹ʳ ˠ˸˴́ʳ˦̄̈˴̅˸ʳ ˙ʳ ˦˼˺ˁʳ
˄ʳ ˥˸˺̅˸̆̆˼̂́ʳ ˈˉˁˋˈˇ ˄ ˈˉˁˋˈˇ ˊˆˁ˃ˉˋʳ ˁ˃˃˃ʻ˴ʼ
ʳ ʳ ˥˸̆˼˷̈˴˿ʳ ˌˉˁˇˋˈ ˄˅ˇ ˁˊˊˋ ʳ
ʳ ʳ ˧̂̇˴˿ʳ ˄ˈˆˁˆˆˌ ˄˅ˈ ʳ ʳ
˴ʳ ʳ ˣ̅˸˷˼˶̇̂̅̆ˍʳʻ˖̂́̆̇˴́̇ʼʿʳ˦˧˥˅ʳ ʳ ˵ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠ˅ʳ
ˠ̂˷˸˿ʳ ʳ ʳ ˨́̆̇˴́˷˴̅˷˼̍˸˷ʳ˖̂˸˹˹˼˶˼˸́̇̆ ˦̇˴́˷˴̅˷˼̍˸˷ʳ˖̂˸˹˹˼˶˼˸́̇̆ ̇ʳ ˦˼˺ˁʳ
ʳ ʳ ʳ ʳ ˕ʳ ˦̇˷ˁʳ˘̅̅̂̅ʳ ˕˸̇˴ʳ ʳ ʳ ʳ ʳ
˄ʳ ʻ˖̂́̆̇˴́̇
ʼʳ ˄ˁˈ˄˅ʳ ˁˆˊ˅ ʳ ˇˁ˃ˉˊʳ ˁ˃˃˃
ʳ ʳ ˦˧˥˅ʳ ˁˉˈˌʳ ˁ˃ˊˊ ˁˉ˃ˌ ˋˁˈˇˋʳ ˁ˃˃˃
˴ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠ˅ʳ
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Regression3-1 financial bonds and commitment for search 
products/services  
ˠ̂˷˸˿ʳ ˩˴̅˼˴˵˿˸̆ʳ˘́̇˸̅˸˷ʳ ˩˴̅˼˴˵˿˸̆ʳ˥˸̀̂̉˸˷ʳ ˠ˸̇˻̂˷ʳ
˄ʳ ˙˜ˡˆʻ˴ʼʳ ˁ ˘́̇˸̅
˴ʳ ʳ ˔˿˿ʳ̅˸̄̈˸̆̇˸˷ʳ̉˴̅˼˴˵˿˸̆ʳ˸́̇˸̅˸˷ˁʳ ʳ ˵ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠˆʳ
ˠ̂˷˸˿ʳ ˥ʳ ˥ʳ˦̄̈˴̅˸ʳ ˔˷˽̈̆̇˸˷ʳ˥ʳ˦̄̈˴̅˸ʳ ˦̇˷ˁʳ˘̅̅̂̅ʳ̂˹ʳ̇˻˸ʳ˘̆̇˼̀˴̇˸ʳ
˄ʳ ˁˇˇˊʻ˴ʼʳ ˁ˅˃˃ʳ ˁ˄ˌˇ ˄ˁ˃ˇˌˈˊ
˴ʳ ʳ ˣ̅˸˷˼˶̇̂̅̆ˍʳʻ˖̂́̆̇˴́̇ʼʿʳ˙˜ˡˆʳ
ˠ̂˷˸˿ʳ ʳ ʳ ˦̈̀ʳ̂˹ʳ˦̄̈˴̅˸̆ ˷˹ʳ ˠ˸˴́ʳ˦̄̈˴̅˸ ˙ʳ ˦˼˺ˁʳ
˄ʳ ˥˸˺̅˸̆̆˼̂́ʳ ˆˇˁ˄ˈˈ ˄ ˆˇˁ˄ˈˈ ˆ˄ˁ˃˃ˈ ˁ˃˃˃ʻ˴ʼ
ʳ ʳ ˥˸̆˼˷̈˴˿ʳ ˄ˆˉˁˈˌˋ ˄˅ˇ ˄ˁ˄˃˅ ʳ
ʳ ʳ ˧̂̇˴˿ʳ ˄ˊ˃ˁˊˈ˅ ˄˅ˈ ʳ ʳ
˴ʳ ʳ ˣ̅˸˷˼˶̇̂̅̆ˍʳʻ˖̂́̆̇˴́̇ʼʿʳ˙˜ˡˆʳ ʳ ˵ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠˆʳ
ˠ̂˷˸˿ʳ ʳ ʳ ˨́̆̇˴́˷˴̅˷˼̍˸˷ʳ˖̂˸˹˹˼˶˼˸́̇̆ ˦̇˴́˷˴̅˷˼̍˸˷ʳ˖̂˸˹˹˼˶˼˸́̇̆ʳ ̇ʳ ˦˼˺ˁʳ
ʳ ʳ ʳ ʳ ˕ʳ ˦̇˷ˁʳ˘̅̅̂̅ʳ ˕˸̇˴ʳ ʳ ʳ ʳ ʳ
˄ʳ ʻ˖̂́̆̇˴́̇ʼʳ ˅ˁˋ˄˃ʳ ˁˆ˅˄ ʳ ˋˁˊˇˆʳ ˁ˃˃˃
ʳ ʳ ˙˜ˡˆʳ ˁˇˉ˅ʳ ˁ˃ˋˆ ˁˇˇˊ ˈˁˈˉˋʳ ˁ˃˃˃
˴ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠˆʳ
Regression3-2 social bonds and commitment for search 
products/services 
ˠ̂˷˸˿ʳ ˩˴̅˼˴˵˿˸̆ʳ˘́̇˸̅˸˷ʳ ˩˴̅˼˴˵˿˸̆ʳ˥˸̀̂̉˸˷ʳ ˠ˸̇˻̂˷ʳ
˄ʳ ˦ˢ˖ˆʻ˴ʼʳ ˁ ˘́̇˸̅
˴ʳ ʳ ˔˿˿ʳ̅˸̄̈˸̆̇˸˷ʳ̉˴̅˼˴˵˿˸̆ʳ˸́̇˸̅˸˷ˁʳ˵ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠˆʳ
ˠ̂˷˸˿ʳ ˥ʳ ˥ʳ˦̄̈˴̅˸ʳ
˔˷˽̈̆̇˸˷ʳ˥ʳ
˦̄̈˴̅˸ʳ ˦̇˷ˁʳ˘̅̅̂̅ʳ̂˹ʳ̇˻˸ʳ˘̆̇˼̀˴̇˸ʳ
˄ʳ ˁˉ˃˄ʻ˴ʼʳ ˁˆˉ˄ʳ ˁˆˈˉ ˁˌˆˋ˄ˇ
˴ʳ ʳ ˣ̅˸˷˼˶̇̂̅̆ˍʳʻ˖̂́̆̇˴́̇ʼʿʳ˦ˢ˖ˆʳ
ˠ̂˷˸˿ʳ ʳ ʳ ˦̈̀ʳ̂˹ʳ˦̄̈˴̅˸̆ʳ ˷˹ʳ ˠ˸˴́ʳ˦̄̈˴̅˸ʳ ˙ʳ ˦˼˺ˁʳ
˄ʳ ˥˸˺̅˸̆̆˼̂́ʳ ˉ˄ˁˉ˄ˌ ˄ ˉ˄ˁˉ˄ˌ ˊ˃ˁ˃˄ˆʳ ˁ˃˃˃ʻ˴ʼ
ʳ ʳ ˥˸̆˼˷̈˴˿ʳ ˄˃ˌˁ˄ˆˇ ˄˅ˇ ˁˋˋ˃ ʳ
ʳ ʳ ˧̂̇˴˿ʳ ˄ˊ˃ˁˊˈ˅ ˄˅ˈ ʳ ʳ
˴ʳ ʳ ˣ̅˸˷˼˶̇̂̅̆ˍʳʻ˖̂́̆̇˴́̇ʼʿʳ˦ˢ˖ˆʳ
˵ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠˆʳ
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ˠ̂˷˸˿ʳ ʳ ʳ ˨́̆̇˴́˷˴̅˷˼̍˸˷ʳ˖̂˸˹˹˼˶˼˸́̇̆ ˦̇˴́˷˴̅˷˼̍˸˷ʳ˖̂˸˹˹˼˶˼˸́̇̆ ̇ʳ ˦˼˺ˁʳ
ʳ ʳ ʳ ʳ ˕ʳ ˦̇˷ˁʳ˘̅̅̂̅ʳ ˕˸̇˴ʳ ʳ ʳ ʳ ʳ
˄ʳ ʻ˖̂́̆̇˴́̇ʼʳ ˅ˁˆ˃ˆʳ ˁ˅ˊˋ ʳ ˋˁ˅ˋˉʳ ˁ˃˃˃
ʳ ʳ ˦ˢ˖ˆʳ ˁˈˌˉʳ ˁ˃ˊ˄ ˁˉ˃˄ ˋˁˆˉˊʳ ˁ˃˃˃
˴ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠˆʳ
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Regression3-3 structural bonds and commitment for search 
products/services 
ˠ̂˷˸˿ʳ ˩˴̅˼˴˵˿˸̆ʳ˘́̇˸̅˸˷ʳ ˩˴̅˼˴˵˿˸̆ʳ˥˸̀̂̉˸˷ʳ ˠ˸̇˻̂˷ʳ
˄ʳ ˦˧˥ˆʻ˴ʼʳ ˁ ˘́̇˸̅
˴ʳ ʳ ˔˿˿ʳ̅˸̄̈˸̆̇˸˷ʳ̉˴̅˼˴˵˿˸̆ʳ˸́̇˸̅˸˷ˁʳ˵ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠˆʳ
ˠ̂˷˸˿ʳ ˥ʳ ˥ʳ˦̄̈˴̅˸ʳ ˔˷˽̈̆̇˸˷ʳ˥ʳ˦̄̈˴̅˸ʳ ˦̇˷ˁʳ˘̅̅̂̅ʳ̂˹ʳ̇˻˸ʳ˘̆̇˼̀˴̇˸ʳ
˄ʳ ˁˉ˅ˉʻ˴ʼʳ ˁˆˌ˅ʳ ˁˆˋˊ ˁˌ˄ˇˊˌ
˴ʳ ʳ ˣ̅˸˷˼˶̇̂̅̆ˍʳʻ˖̂́̆̇˴́̇ʼʿʳ˦˧˥ˆʳ
ˠ̂˷˸˿ʳ ʳ ʳ ˦̈̀ʳ̂˹ʳ˦̄̈˴̅˸̆ʳ ˷˹ʳ ˠ˸˴́ʳ˦̄̈˴̅˸ʳ ˙ʳ ˦˼˺ˁʳ
˄ʳ ˥˸˺̅˸̆̆˼̂
́ʳ ˉˉˁˌˋˇʳ ˄ ˉˉˁˌˋˇ ˋ˃ˁ˃ˇˆʳ ˁ˃˃˃ʻ˴ʼ
ʳ ʳ ˥˸̆˼˷̈˴˿ʳ ˄˃ˆˁˊˉˌʳ ˄˅ˇ ˁˋˆˊ ʳ
ʳ ʳ ˧̂̇˴˿ʳ ˄ˊ˃ˁˊˈ˅ʳ ˄˅ˈ ʳ ʳ
˴ʳ ʳ ˣ̅˸˷˼˶̇̂̅̆ˍʳʻ˖̂́̆̇˴́̇ʼʿʳ˦˧˥ˆʳ ʳ ˵ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠˆʳ
ˠ̂˷˸˿ʳ ʳ ʳ ˨́̆̇˴́˷˴̅˷˼̍˸˷ʳ˖̂˸˹˹˼˶˼˸́̇̆ ˦̇˴́˷˴̅˷˼̍˸˷ʳ˖̂˸˹˹˼˶˼˸́̇̆ʳ ̇ʳ ˦˼˺ˁʳ
ʳ ʳ ʳ ʳ ˕ʳ ˦̇˷ˁʳ˘̅̅̂̅ʳ ˕˸̇˴ʳ ʳ ʳ ʳ ʳ
˄ʳ ʻ˖̂́̆̇˴́̇
ʼʳ ˄ˁˊˆˈʳ ˁˆ˅˅ ʳ ˈˁˆˋˊʳ ˁ˃˃˃
ʳ ʳ ˦˧˥ˆʳ ˁˉ˃ˆʳ ˁ˃ˉˊ ˁˉ˅ˉ ˋˁˌˇˊʳ ˁ˃˃˃
˴ʳ ʳ ˗˸̃˸́˷˸́̇ʳ˩˴̅˼˴˵˿˸ˍʳ˖ˢˠˠˆʳ
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